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A Better ALL-STEEL Wagon 


i —than has ever 
Gendron 









before been made! 
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Tubular Handle 


Large 34” Roll 
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Edge of Bottom 
Turned Down 


~ Very Rigid 





Double Disc 
Roller Bearing 







Every J éjhbies ss, 


Will Need This “Pioneer” All-Steel Racer Will make a tremendous 
this Wagon hit with the boys. 


The bottom of the box is of one-piece extra heavy sheet 
steel, with the edge formed to make a seat for the sides. 
The edge of the bottom is turned down so it will not 


(Patent Applied For) 


This wz is { s al articles 2 ange 
ripe Di, x ncaa "Wels 40 ake scratch or harm the child, and also giving great strength 
line before you fill your wheel goods require- to the bottom. The bottom is reinforced underneath with 
ments. steel cleats. “Top box is removable, and is fastened to the 


bottom with four braces extending almost to the top of 
the box inside. 


See the complete “Pioneer Line” at— 





GEAR—Heavy channel steel, easily assembled. One- 


New York Toy Show half inch cold rolled axle. Wide braces to body. This 
FOURTH FLOOR is unusually strong and will give long service, standing 
Breslin Hotel lots of abuse. 
Rooms 414-416-418 


No wheel goods stock will be complete without this won- 
Send for catalogs— derful new ALL-STEEL wagon. 


Two deluxe catalogs—one for Children’s 


mts, nee | ‘Lhe Gendron Wheel Company 


Mailed FREE. 518-540 Superior St., Toledo, Ohio 
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IT IS EASIER TO 
SELL WITH THE CURRENT 


Do you remember that time as a boy 
when you went swimming in some low- 
land river, so calm you could hardly see 
it move? You swam for a few strokes 
down-stream. Then you faced about. At 
once you noticed how much harder it was 
to swim against the current. It 1s easter 
to float, or sail, or swim wth the current! 
And it is easier to se// with the current! 

For many years thousands of silverware 
dealers throughout the country have been 
selling with the current of silverware 
preference. They have been selling ‘'1847 
Rogers Bros.’’ 

They have been aided in their sales 
efforts over the counter and through the 
window by an ever-swelling demand for 
‘1847 Rogers Bros.’ They have been 
handling a line of silverplate known and 
respected by four generations of the 














INTERNATIONA 


American people. And they have had the 
benefit of the most thorough and unusual 
and successful advertising campaigns ever 
run on silverware. 

This year the current of preference for 
‘1847 Rogers Bros.’’ promises to swell to 
a torrent! The silverplate is as beautiful 
and durable and appealing as ever. The 
Ancestral, the new pattern, has already 
met with enthusiastic reception. There 
will be an abundance of special chests, 
trays and other attractive containers. 
New window cards and dealer helps will 
be sure to attract attention. 

The current sweeps on! Your sales 
success will be sure—if you sell with it. 

For dealer helps and window display 
material write to Sales Promotion Depart- 
ment, INTERNATIONAL SILVER Co., Dept. 


E, Meriden, Conn. 


1547 ROGERS BROS. 


ILVERPLATE 
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‘Two thoroughbreds! ‘That’s what they are 
—made for the craftsman that buys the 
best, when he adds a tool to his chest. 


V & B Vanadium hammers are made from 
special V & B formula vanadium steel, and 
handled with the finest hand-shaved, second 
growth white hickory. Octagon necked, and 
round faced—with a special non-slip claw, 
that firmly grips either a brad or a spike. A 
Vaughan’s Expansion Wedge firmly locks the 
handle tight—is positive insurance of a tight 
head. 


Cash in on the demand for V & B Unbreak- 
able Planes. They are drop forged—not cast 
—from a solid bar of V & B Supersteel. Stand 
the falls that would break an ordinary plane. 
Furnished with all vanadium steel blades and 
walnut handles, in the sizes most in demand. 


Two tools of particular merit—get your 
share of this business. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


(Makers of Fine Toots 
2li4 Carroll Ave.~ ~ Chicago, Hh U.S.A, 

















ee i a eS en wien Be Sioa! 





























Black Diamond 
Files 




















‘ 


Help the Workman 


They cut so smoothly, so 
evenly and so. keenly that they 


give the workman confidence. 
That’s why they ask for 
BLACK DIAMOND Files by 
name --- and usually insist. 

Since 1863 the Standard of Quality 





G. & H. BARNETT COMPANY 


1078 FRANKFORD AVE., PHILADELPHIA, PA., U.S.A. 


Owned and Operated by 


NICHOLSON FILE COMPANY 
_ PROVIDENCE, RHODE ISLAND 
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Pruning and Pruning Saws 
Success in pruning can be greatly 
aided by selling the workman the 
right saws—ATKINS. 


Atkins Pruning Saws are 
adapted to the purpose. They 
are made the proper shape, 
so as to be available for 
. use in cramped places— 

e and the correct balance 
so as to make the saw 
easy to handle— 
both of these are 
important facts 
to consider 
when _ order- 
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POPULAR PATTERNS 
of Atkins Pruning Saws 











Atkins No. 4 A popular saw for heavy work 


























Atkins No. 10 Tapered 





Atkins No. 7 Tapered 


PLACE YOUR ORDER PROMPTLY 


You will not make a mistake by ordering Atkins Pruning Saws. Send to us for copy 
of our book “Pruning Pays.” Give us the names of those who use Pruning Saws in 
your locality and we will send one of these books with your imprint thereon to each 


prospect. Address nearest point below. 


E. C. ATKINS & COMPANY 
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Established 1857 THE SILVER STEEL SAW PEOPLE 
Machine Knife Factory: HOME OFFICE and FACTORY: Canadian Factory: | 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. o 


BRANCH HOUSES 
Atlanta Memphis New Orleans Portland Seattle 
Chicago Minneapolis New York San Francisco 
Vancouver, B. C. Paris, France 
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NEW 


Appearance 


‘The 70 Line Perfections 
which replace the 50 Line 


| | Improvements, both in appearance and per- 
— ae 7 formance, have been madein the world-famous 

4 **30 Line”’ of Blue Chimney Perfections. These 
better stoves—now known as the “‘70 Line’’— 
offer important new features at practically the 
same popular low prices. 


The clean cut, straight leg design and big 
Square grates heretofore used only on more 
expensive Perfections are now included in the 
improved “70 Line”’ stoves. 


The Long Chimney Perfection Burners, 
known to millions of women for their economy, 
cleanliness and reliability, are finished in a 
new “Cobalt Blue’’—a tough, lustrous enamel 
which will not easily chip off and does not 
readily show the stains of boiled-over food. 





GLOGS BOLE 









— het {ap 


A higher, roomier cooking top and substantial 
base shelf add convenience that every woman 
will appreciate. 

Models with two, three, four and five 


burners are now ready. Cabinets in either 
white enamel or black finish. 


‘hhel00. Complete 


With the introduction of the “70” and 
“40” stoves, the 100% complete CMP 
Co. line represents the best oil stove 
values obtainable in each price class. 









Perfection 
Selling Features 





The world famous Perfection 
e burner remains unchanged. 










New “Cobalt Blue” chimneys— 
e atougher finish - resists chipping. 





New straight leg frame—sturdy 
e and handsome. 


New square grates — greater 

4. space - increasing cooking speed. 
5 Roomier and higher CookingTop 
e adds comfort and convenience. 


New Base Shelf — stiffens the 
@ stove —a convenient place for 
heavy utensils. 


The two lines described above to- 
gether with our Superfex Models and 
Extra Fast 130 Line of Blue Chimney 
Stoves, equip you to meet the needs 
of any oil stove prospect. 








PERFECTION 





Oil Cook Stoves and Ovens 
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The 40 Line Puritans 
which replace the 20 Line 


The increasing popularity of the well known 
Puritan line among those who prefer a short- 
drum stove will be further stimulated by these 
new models. 


The straight-leg frame, the higher and more 
convenient cooking top, the big square grates, 
the substantial, serviceable base shelf—all add 
new selling force to Puritan’s recognized cook- 
ing performance. 


The Puritan Short Drum Burner, with its 
inner combustion tube guaranteed to /ast as 
long as the stove and with convenient remov- 
able head, is the standard of short drum 
manufacture. 


In these bigger, more convenient and better- 

looking stoves is now offered a dollar for dollar 

value which no dealer can afford to overlook. 
Models with two, three or four burners are 


ready for delivery. Cabinets in either 
white enamel or black finish. 


Oil Stove Line 


Write today for the 1925 dealer catalog, 
illustrating every item— Long Chim- 
ney and Short Drum Stoves, Ovens, 
Broilers, Toasters, Room Heaters and 
Water Heaters. 


THE CLEVELAND METAL PRODUCTS Co. 
7515 Platt Avenue, Cleveland, Ohio 
In Canada, the Perfection Stove Co., Ltd., Sarnia, Ontario 
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Performance 




















Puritan 


Selling Features 


The well known Puritan Burner 
remains unchanged. 

Its inner combustion tube is 
guaranteed for the life of the 
stove. The removable head 
makes cleaning and re-wicking 
simple operations. 

New straight leg frame— sturdy 
and handsome. 

New square grates - greater space 
—increasing cooking speed. 
Roomier and higher CookingTop 
adds comfort and convenience. 
New Base Shelf — stiffens the 
stove —a convenient place for 
heavy utensils. 
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Oil Cook Stoves and Ovens 
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Machine Screws 
Stove Bolts 
Tire bolts 


























American Screv Co. 
PROVIDENCE , RI. 
WESTERN DEPOT 


225 WEST RANDOLPH ST., CHICAGO, ILL. 
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ANY of the things we 

buy for our homes 

may safely be chosen by 
“the test of the eye.”’ 


Beauty of design and finish 
in Russwin Hardware in- 
dicates an equal perfection 
in thehiddenworking parts. 
Therefore, you may trust 
your eyes to guide you to 
a wise choice if you see the 
name Russwin. 


A name used for overeighty 
yearsonbeautiful hardware 
to guarantee you absolute 
protection and _ life-long, 
trouble-free service. 


Russell & Erwin Mfg. Co. 


The American Hardware Corporation 
uccessor 


New Britain, Connecticut 
New S Chicago San Francisco London 


Since 1839 


RUsswIN 


DISTINCTIVE Win 
HARDWARE 








Advertising 
Creates Interest 
But Quality 
Makes Sales 


The Russwin Hardware Advertis- 
ing campaign is creating interest in 
our products. 


Readers of Architecture, Arts and 
Decoration, Atlantic Monthly, - 
Century, Country Life, Elks Maga- 
zine, Garden Magazine, Harper’s 
Magazine, House Beautiful, House 
and Garden, Literary Digest, Na- 
tional Geographic, Review of Re- 
views, Scribner’s Magazine, Spur, 
Sunset Magazine, and World’s 
Work are learning of the beauty 
and utility of Russwin hardware. 


Yours is the privilege of convincing 
them of Russwin quality,—and of 
making the sales started by the ad- 
vertisements. 


‘*To Russwin-ize is to Economize— 
the Economy of the Best’’ 


Russell & Erwin Mfg. Co. 


The American Hardware Corporation, Successor 


New Britain, Conn. 


New York Chicago San Francisco London 
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See what it does! 


Sharpit puts an edge on practically anything. Its 
twin wheels makeit far morethanaknifesharpener. 
Any kind of blade, straight, curved, beveled, big 
or little can be made keen on a Sharpit. 


Never before has there been a handy household 
sharpener that would sharpen such things as scis- 
sors, ice pick, meat chopper, can opener, grape- 
fruit knife, screw driver, chisel, grass shears, prun- 
ing knife, corn knife, sickle—practically every 


kind of a blade or household tool that you can 
think of. 


Entirely different—twin wheels 


The whole construction of Sharpit is different from 
any sharpener in every way. There are two grind- 
ing wheels—twins perfectly matched. 


These wheels are beveled to a fine edge where they 
meet. You simply rest the blade in the groove and 
turn, and it sharpens both sides of the blade at 
one time. 


A spring holds the twin grinding wheels together 
at just the proper pressure. The sharpening bevel 


\\ points are self-adjusting so that wear simply 


WSS) lowers the points. 


Small but 
mighty — 
Only $A in. 
high 





Sharpening 
points self. 
adjusung 


~ The sharpening of single bevel edges, such as scis- 


sors, is made quick and easy by the bevel guide 
on the side. 


The wheels are genuine corundum that will 
sharpen tools of the hardest steel that no ordi- 
nary sharpener can sharpen. 


| DAZZTENY 


SMELL 





These twin wheels make “Sharpit” 


E 


far more than a knife sharpener 


) 


/ d 


f/! 


No wonder it sells! 


No other sharpener now in your store or in any 
home today takes the place of Sharpit. Every- 
body who sees Sharpit and understands what it 
does will buy it, no matter what kind of a sharpener 


| they already have. 


Retailers’salesprovethistothelimit. Forexample: 
A hardware retailer in the small town of Maple- 
wood, Mo., has already sold 213 Sharpits. 


A hardware retailer in Long Beach, Cal., reports 
sales of over 14 dozen Sharpits within a few weeks. 


A large downtown hardware retailer in St. Louis, 
has already made sales of 1968 Sharpits. 








+ oC ng. “> 


Get this trial box—NOW! 


Sharpit is packed in small quantities of six 
to a trial carton to give you a chance to prove 
to yourself that it is just what people want 
and what they will buy. 


Mail this trial order coupon today, giving 
the name of your jobber. 


DAZEY CHURN & MFG. CO. ST.LOUIS, U.S.A. 


Sharpit is made by the makers of Dazey 
Churns. Every retailer in the country knows 
about the high quality and ready sale of 
Dazey Churns. TheSharpit hasthesame high 
quality—made by the same firm. And like 
the Dazey Churn, it is always sold only 
through the jobber and retailer. 


ee ee ee ee ee ee ee ee ee ee ee ee 


You have been handling sharpeners of one kind and an- 
other for many years. But when you see a Dazey Sharpit, 
you'll recognize the best sharpener and best selling prop- 
osition you have ever had. 


$1.50 — anybody can pay for it 


Everybody that enters your store is a prospect for 
Sharpit. Dull edges must be sharpened some way. 
And the Sharpit is the first and only sharpener 
that puts an edge on anything. 


You can sell scores of them without half trying, 
and there is a real profit on every one you sell. 


} 


TRIAL ORDER for SIX 


Fill out and mail this display carton order today and 
prove how fast Sharpit sells. 


Store Name 


To Dazey Churn & Mfg 
Co., 4301 Warne Ave., 
St. Louis, Mo. 


Gentlemen: Please ship us 
one self-selling display car- 
ton of Six Sharpits, at the 
price of Six ($6) Dollars for 
Six, F. O. B. jobber’s ware- 
house or St. Louis. Retail 
price $1.50 each. 
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Color card, and sample panel finished with yriace ond Pratt G Lambert Varnish Productsare 
“67” with names of PSL dealersin your ¢* save 7 used by painters, specified by architects and 
vicinity will gladly be sent you on request. sold by leading paint and hardware dealers. 


Pratt & Lamspert-Inc., 134 Tonawanda St., Buffalo, N.Y. In Canada, 20 Courtwright St., Bridgeburg, Ontario. 


PRATT & LAMBERT VARNISH PRODUCTS | 
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HARDWARE COMPANY 


ROLLER SKATES 














No. 140L 
FIBRE S. C. ROLLS 


No. 130 
STEEL S. C. ROLLS 





No. 150 
SPECIAL LARGE ROLLS 








Spee 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 
New York Office: 151 Chambers Street 
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\ - [ \ A New One Inch Mesh — «Ss 
) @The New One Inch Mesh U. S. Poultry Fence meets, as | 
\ nothing else will, that growing consumer demand for a per- | 
—— —. —— fect, close-mesh Poultry Netting. ~2ESSSS 
— is a netting that embodies every U. S. advantage in 
\ esign and construction. It is made on the farm fence 
os : principle with parallel line wires interlocked with the mesh LLESS 


wires. The result is a fabric which stretches up perfectly 
without the aid of baseboard or top rail. 
* w It rolls out flat ————— 
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ss FESS q U.S. Poultry Fence is easy to handle. 


 \ j upon the floor or counter like a bolt of goods. It cuts 
without waste. With all its superiorities, it costs less 
“put up” for it requires no wood frame and fewer posts to oe 


‘ ma % fT \ erect it. 
\ y \ @ Today the U. S. line offers greater a for profit 


/ than ever before. More and more dealers, recognizing these | 
or ws SS possibilities, are standardizing on U.S. Poultry Fence. Ex- bie 
\ perience has taught them that it pays. 


























\ \ @If you are not getting your share of the netting business 
[PSS SS fF in your territory you should handle U. S. Poultry Fence eee 
which costs no more, is better and more economical, lasts 
longer, and gives better satisfaction. 


















P ones: scnenee @ Write us for Catalog and Samples and be your own — 
| judge and jury. 
a Indiana Steel & Wire Company as # 
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Guaranice 


De Laval Cream Separaters are guaranteed to be as 
represented and to fulfill all the claims made for them, 
being sold subject to the guarantee of their unqualified 
superiority in every material feature of separator prac- 
ticability, inclusive of the production of a greater value 
of cream and of a greater quantity of butter of better 
quality than is possible through the use of any other 
separator or creaming system. 


ops eeutouenyl 








Durabie, extra heavy anti-splash, 
seamless and sanitary supply can. 
Convenient bowl-holding device. 


Covers and spouts extra heavy and 
well tinned. 

4. Bell speed-indicator; 
prevents loss of butter- 
fat. 


5. Just keep oil cup full 
of oil—no further oil- 
ing required. 
Wonderful self-center- _ 
ing bowl—eliminates vibration, runs 
smoother and easier, delivers richer, 
higher-testing cream. 
7. Best top bearing—self-oiling, self-ad- 
justing. 
8. Automatic oiling system; oil spray 
reaches all parts—bearings run on 
film of oil. f 3 
9. Simple lower bearing and hard steel 
carrying points—easy to adjust and 
replace. 
10. Removable and renewable bushings. 
All gears cut on special machines— 
fit closer, run easier and longer. 


Light running, due to superior design 
of bowl, propelling parts and oiling 
system. ae 
Open sani- 
tary base. 
Enamel 
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The 
Wonderful New De Laval 


Now after two years, with more than 
100,000 of these new Improved De Laval 
Separators in use, from users and agents 
alike comes the unanimous verdict—‘“the 
best cream separator ever made.” And 
it is a wonderful cream separator in every 
way. If we are not adequately represent- 


ed in your community, why not get in ~ 3 

touch with us? 0, Fa (OL 

The De Laval Separator Co. Complete Line 
New York Chicago 1) 4 Separators 

165 Broadway 29 E. Madison St. in th 


world 
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Grow with KAMPKOOK 


IWre GREATER 1925 SELLING PLAN 
P 4 oA x? A “a 







































































Dealers in 1924 were paid a 
nice profit on the sale of 
more than 100,000 Kamp- 
kooks, stimulated by 
Kampkook advertising. 








This year’s plan includes 
prominent display in the 
Saturday Evening Post and 





other national publications, 
besides full page ads every 
month in the year in leading 








outdoor magazines such as 
Field and Stream, Outdoor 
Recreation and others. 





Dealers’ helps in the form of 
window displays, cut-outs, 
letters and local advertising 





will form an effective tie-up. 
The result of it all will be 
more sales, more profits— 
to the dealer selling Amer- 
=o \  ica’s most popular camp 
x stove. 

The American Kamp- 

kook is made in four 

sizes, to meet the needs 

of every buyer, at $7.00 

to $14.30. Any lead- 


ing jobber can supply 
you. 


AMERICAN 
GAS MACHINE 
COMPANY, Inc. 


Albert Lea, Minn. 





LMI 2 OS 


New York, N. Y. 














THE OVERWHELMING 1924CAMPAIGN _, 
SOLD 100,000: KAMPKOOKS ! 


J 
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Mr. Tackle Dealer— 


If you are an angler you are, of course, familiar with the history of 
the Al. Foss Pork Rind Minnows. You will remember how you shied 
at them when first introduced—when you said to yourself as you first 
saw them advertised, “Just another fish lure,” just another rose to JAZZ 
“blush unseen and waste its fragrance on the desert air.” Yet since 4, ISCLER. 
then we have sold hundreds of thousands of them and millions of 
pork rind. They are now being sold in practically every place where 
fishing tackle is on sale. 

They are now in their ninth season and the sales are increasing 
steadily from year to year, while most other lures on the market that 
length of time are now quietly slumbering in the piscatorial grave- 
i yard—their future all behind them. 






















SHIMMY 
WIGCGLER 
% or %& oz., $1.00 





F Just take a look over your stock and see how many of these will-o’- 
the-wisps you have been stung with—left “holding the bag’’—so to 
speak. 


Then just take a look and you will find that you have no 


Al Foss Pork Rind Minnows 


St that are unsalable—“eating their heads off’? and warming your shelves 
—a constant source of irritation to you. 

The MORAL is, of course, to sell the Jong life lures, the kind that 

make satisfied customers and at the same time make a tingle in the 
cash register. 
THE NEXT THING on the program is the AL. FOSS EASY CON- 
TROL REEL. Not knowing anything about it—you will, no doubt, 
shy at it as you did at the Pork Rind Minnows—yet it is as superior 
to all other reels as our lures are superior to all other lures now offered 
for sale. 


45c—Bass, Musky 
and Fly Spinner 











ORIENTAL 
WIGGLER 
\% or %& oz., $1.00 
All Red, All White, 
or Red and White 







EERE AGEN NS 2 AN SEE MEG Ber Bie 


LITTLE EGYPT 
WIGGLER 
Weight, % oz., 75e 








Al Foss Easy Control 
Bait-Casting Reel 


Specifications 


The No. 3-25 is made of nickel silver, satin finish with jeweled end 





4 conan -o gta You had better get busy with this reel and do 

& not wait for the fellow across the street to beat 
you to it. 

‘ AL. FOSS Columbus Road, Cleveland, Ohi 

2 ° o1umpDuUS KOad, eveiand, 10 








thrust bearings. Capacity 50 yards—14 Ib. test line. 
Double balanced handle with pyralin grips. 

Quadruple Multiplier with Click. 

Screw off oil caps. 

Spiral Gears. 

Pivot bearings of high grade non-wearing bronze. 

All steel parts are made of best tool steel drill rod. 
Spool shaft of hardened tool gteel. 
Has hardwood arbor 1-1/16” diameter. maine it unnecessary to 
build up the spool with a lot of dead line. 

Diameter of end plate 2 inches. 

Length of spool 1% inches. 











This is the first Reel ever made that positively 
will not tangle up the line—doesn’t sound reasonable, 
does it? Yet it is true. 

When you see it you will at once become impressed 
with the absence of wires, doodads, thingabobs, 
whatchamacallems, and other impediments that are 
usually found on reels of this kind. You will also 
find it unnecessary to carry a lot of spare parts, such 
as are necessary with many of the complicated reels 
which the market is now cluttered up with. 
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To be exhibited at the New York 
Toy Fair, Hotel Imperial, Room 441, 
February 2 to March 7 
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1925 Steelcraft Line 


17 new automobiles. 
All models striped. 
9 models have nickel-plated radiator. 
Variety of brilliant color schemes. 
Additional accessory equipment. 
Guaranteed deliveries. 
Full page Saturday Evening Post advertisements, also greater 
national advertising campaign. 
A brand new line of toy trucks. Nine models in all. 
Early deliveries on both Steelcraft Juvenile Automobiles, 
Juvenile ‘Trucks and ‘Toy ‘Trucks. 
Write for catalog and prices. 
Order Your Samples Now 
THE MURRAY PRODUCTS COMPANY, CLEVELAND, OHIO 


To be exhibited at the Pennsylvania 

and Atlantic Seaboard Hardware 

Association, Philadelphia, Space 392 
February 17 to 21 
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Greatest Sensation 


of the Year 


How does this look to you as a seller? A great big scientifically 
built truck, capacity 200 pounds—can be operated by children 
from three to ten years old. 

Exact duplicate of the Mack Bull Dog heavy duty truck. 
Nothing else like it on the market. 

New in design—new in construction—new in size. 
An outstanding attractive seller at an outstanding attractive price. 


Be sure and look this new Steelcraft model up at the forthcom- 
ing shows. 


Announcement to The Murray Products Company Steelcraft Juve- 
Jobbers nile Automobiles and Trucks are on display at 


F . Strobel-Wilken Co. J. A. Williams & Co. 
See this line before 33-37 East 17th St. 1261 Broadway 


ae aan, New York City New York City 
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KEN-WEL 


DAZZ 2 VANLE 


PATENTED MODEL 


The Biggest Sellmg Glove for 1925 


Nationally Advertised 


¢ 








The Dazzy Vance Model Marks the Greatest 
Development on Gloves Made in Years. The 


Interlaced Fingers Make Sensational Catches 
Easy. 


This Model Has the Undivided Approval 
and Confidence of Big League Stars. 


Give the Ball Players in Your City the Best 
Money Can Buy, They Want It. 

















Don’t Open the Season Without ) ae 
the Ken-Wel Dazzy Vance Model — oor” 





Ask Your Jobber 

for Sample, Price, 

Dealer Helps and 
Display Cards. 


Send for New 
Basebal) Catalog 





GLOVERSVILLE, N. Y. 


Manufacturers of Famous Player Models 











wo New Popular 


Items You Will Need 


“Sandy Andy” See Saw “Round the World Flyers” 


New Item Suitable for Easter Trade 


NEW Sand Toy to retail at 50c. Interesting in NEW, interesting and educational all-metal game 
action and offering unusual value at this popular based on one of the most thrilling events in recent 
price. Decorated in pink, blue and orange, with black years. Indestructible metal board, 1614 inches square, 
silhouette designs; light, attractive colors especially beautifully decorated in many colors, with checker 


suited for Easter and summer trade. Toy stands 9 board on reverse side. Four miniature Aeroplanes in- 
inches high. cluded. 


EE our line of VW RITE for 
S Decorated . 
a 


iP 
Sand Pails and eee See 2 ER eee : 
improved Sprink- of = de- b = eRSON 
ling Cans. At-  scriptive catalog @;. AS, 








New Aeroplane Race Game 
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TOYS AND GAMES at our 
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PITTSBURGH, PA. 
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HESE are the Burke “sig- 


natures.” They proclaim the 
high quality of the materials used, 
the skill of Burke club-making 
artisans, the Burke pride in the 
perfection of its work. 


They mark the club as genuine 
Burke-made. Don’t sell “a pig in 
a poke!”’ Guaranty of lasting club 
service is your customers’ when 
they buy clubs bearing any of these 
brand marks. Let your customers 
“check up” on them when they 
buy—and, on your part, use these 
signatures of quality as effective 
sales arguments. 


If you are not yet offering 
Burke Clubs, write for catalog, 
prices, etc. 


THE BURKE GOLF CO. 
Newark, Ohio 


ses UB ra 
BURKE 


’ Se Superior Club 
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Takedown, Repeating, 
Hammerless. 24-in. 
Octagonal barrel. Flat 
top sporting rear and 
bright metal blade front 
sights. For .22 short, 
long and long rifle cart- 
ridges. Weight 5% lbs. 


SAVAGE 
Slide Action 
MODEL 


25 


.22 Caliber 
Repeating 
Rifle 











—Here is the 
Pp) Latest “Savage” 


eA .22 CALIBER repeating rifle with 
an action as smooth as velvet. Shot 
after shot the forearm glides backward 
and foreward , pow aon. the functions 
of loading and ejecting without a jerk 
or a pause. 


That’s because there is no question 
about the design of the action. Safety, 
Simplicity and Durability are para- 
mount requirements and you'll find 
them combined in the never- failing 
mechanism that is entirely enclosed in 
a graceful-appearing receiver. 


But you know a “Savage” is built 
right and will give years of unfailing 
service. What will make you want to 

ush these rifles is its fine balance and 

eafitiful appearance. 


It’s “man-size” throughout— made for 
real shooting. 











| SAVAGE ARMS CORPORATION, Dept. No. 226 Utica, N. Y. 


] Send your new complete firearms and ammunition catalogue to | 

} Name__ aes i 
] 

| Street__ | 

| City__ State = | 


A full curved pistol grip stock, 
just the right shape toreachthe trig- 
ger without cramping the wrist. 
And the extralongforearm permits 
the long-armed man to‘stretch out” 
with this rifle, orthe boy will findthe 
forearm within comfortable reach. 


And then—the price to the user 








$21.00. You'll find more value 
and more business in the Savage 
Slide Action than any other repeat- 
ing .22 caliber rifle. 


Savage makes firearms for every 
purpose. Send in the coupon below 
for our complete new catalogue 
describing the entire line. 


ARMS CORPORATION 


Dept. No. 226 UTICA, N. Y. 
ee ee ae 




















22 HARDWARE AGE February 12, 1925 








6bé 





‘ 
“The BOY Builder™ 
Architectural Outfit 


Will Be at the Toy Fair ; 


Rooms 507-509, Bush Sales Bldg. 
130 W. 42nd St., New York 


SCOTT MFG. CO. 


1701 W. 74th St., Chicago 


Eastern Office: 130 W. 42nd St., New York 


Biles & 


THE e 
THAT DUPLICATES 1 oral BUILDINGS i 








It Takes the 
Work Out 
of Golf. 


No stooping, 
no bending, 
no lost balls, 
no soiled 
clothes. For- 
getcaddy 
worries. 


ee ee eee ee ee 









Now is Your 
Opportunity 
And: to Join Us 







How it operates: A slight pressure of your hand on the 
handle causes two legs of sturdy rust-proof steel to snap 
forward supporting the bag firmly at exactly the angle 
for easiest selection of clubs. After the stroke—with- 
out taking your eyes off the ball—pick up bag by strap 
or handle and the legs snap back hugging the bag 
closely, out of the way. 


If unable to secure the Grasshopper Caddy from your 
regular jobber or manufacturer, write us direct. 





Se 
pe 
$3 
¥R 
Pris 
cig 


You may obtain the Grasshopper Caddy on any bag— 
demand it. 





<n se ee ee eee ee ee eee ee ee ee 


: 


Grasshopper Golf Bag Company 


537 S. Dearborn St., Chicago, IIl. 











Remember you’re not ex- 
perimenting when _ you 
place an order for 


Northland Skis 


They’re good sellers. 
They're the choice of the 
world’s best skiers. Used 
in making the last five suc- 
cessive world’s records in 
ski jumping. 
Send for catalog and === 
Fetes tote, 
NORTHLAND SKI MFG. CO. 


World’s Largest Ski Manufacturer 


22 Merriam Park St. Paul, Minn. 





For 


HARDWARE, SADDLERY 
and TOY TRADE 


Also for the manufacturers of 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 


The N. N. HILL BRASS CO. 


East Hampton, Conn. 
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GREATER TOY SALES 
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TOY DIVISION ESTABLISHED 1867 OSHKOSH, WISCONSIN 
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> rough Hardware Channels 
” for Ten Years - 


Ten years’ Experience in distributing Colum- 
bia Tires exclusively through the Hardware 
trade has given us a personal and intimate 
view of the Hardware merchant's problems. 
We realize that in order to make a profit in 





/ . 

S tires, the Hardware man must have not only 

y competitive price, but also superlative quality. 

M4 : 

A Also that he must have close selling co-opera- 
be ~ tion, since tires are only a part of his business. 
i s 


That we have given all these things in good 
measure is attested by the success and satisfac- 
tion of our distributors everywhere. 





May we not co-operate with you, too? 


~~ ah 2! ree a Angle > 











The Columbia Tire & Rubber Co. 


MANSFIELD, OHIO 


OLUMBIA 


RG Say 














——— 
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WIRE 
SCREEN CLOTH 


REG. IN U.S. PAT. OFFICE 


WIRE SCREEN CLOTH 


A quality product which 
marks the highest re- 
corded approach to ab- 
solute perfection. 


New York Wire Cloth Co. 
342 Madison Ave., New York 
Works: York, Pa. 
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Tom-lom the rouser 


THE minute you hear Tom-Tom, you 
might as well tumble out of chat last 
lazy sleep; he'll keep on rousing you 
till you do! He'll call you for ten 
minutes . . . twelve clamorous calls 
at half-minute intervals. Loud too. 
They're like the pounding of a bell- 
boy’ u St Xs your door. 
If you’re not awake after the dozenth 
tom-tomming, well— you don't need 
an alarm clock. You need a doctor. 

Tom-Tom's the daddy of the True 





Time Teller family. A perfect timer 
. . » tested for accuracy 48 hours 
and ticking so silently you scarcely 
can hear him. Even in a room with 
ten Tom-Toms, you hardly could 
hear them tick! Note his shape. 
Octagon and thin. And the hand- 
some convex front on him. You can 
read his time at any angle of light; 
that bowed glass front shuffles off 
reflections. He's artistically perfect — 


his lights and shades in almost any 
room. Top-ring to match the octa- 
gon, cubist figures—he's a corking 
great man-sized alarm. 

Tom-Tom hasa junior by the 
name of Tidy-Tot, 3% inches high. 
Same octagon shape, convex front, 
repeating alarm and silent tick. Go 
to your dealer and ask him to show 
you these distinctive clocks. The 
New Haven Clock Co., New Haven, 


so highly polished you are proud of Conn. Clock makers since 1817. 























Millions of Advertisements 


or a the New Octagon True Time Tellers will appear in The 
Saturday Evening Post during the Spring. The above Full Page Adver- 
tisement was in the February 7th issue. Stock and display New Haven 


werd 


“Soe “aay he 


will create. 


Height, 5' inches; Width, 47, inches 


TOM-TOM 


HE large attractive member of the True 


Time Tellers family. He has a big 44-inch 


DIAL and an 
MENT with a 


improved 40-HOUR MOVE- 


heavy nickel-plated seamless 


Alarms and Watches to secure your full share of the sales:this advertisement 


TIP-TOP, Octagon Watch 


Heine new octagon-shaped watch, 14 size, thin 


model, neat and compact. 


Streamline de- 


sign, nickel polished, semi-octagon bow, sub- 


stantial antique pendant, corrugated crown easy 


=> <fose ees a0 


| 
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' 
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brass OCTAGON CASE. He has a big BACK 
BELL and a loud, long INTERMITTENT 
ALARM that is a sure rouser. He is depend- 


able and good looking and makes friends 


wherever he goes. 
, Plain Dial, $3.25 
Radium Dial, $4.25 


to wind, pull-out set. Cubist numerals and 
skeleton hands. Also furnished with full radium 
dial and hands. 


Plain Dial, $1.75 
Radium Dial, $2.75 


Display Cards gladly furnished upon request 


THE 


EST. 


EW 






AVEN LOCK CO. 
VEN ONN. 1817 
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“WICK WIRE” FENCING AND NETTINGS 
P (ALL’ GALVANIZED) 


Enable you to supply your trade with a fencing or 
netting that is Durable, Rustproof and Attractive 











W. W. POULTRY FENCE 
The New Form of Mesh 
wn hang straight and tight from post to post. Requires no rail at top or bottom. Will not stretch 
out longer at the expense of width as is generally the case with the ordinary forms of mesh. 
W. W. Poultry Fence is made full width and always remains so. The horizontal wires where the strain 
comes are a full size heavier than the cross wires. The truss fotmation takes care of the contraction and 
expansion problem. 


WICKWIRE GRADUATED POULTRY FENCE 
Combines both Large and Small Fences All in One 
H*S eight spaces of one and one-eighth inch mesh .at the bottom, graduating through one and one- 


half, two and one-quarter to three and three-quarters inch mesh at the top. Acts both as a barrier 
against the straying away of the poultry and make as well as a protection to them against prowling 
animals. Woven and galvanized on the same principle as W. W. Poultry Fence with no ends of wire 
to rust nor sharp hak to crack the galvanizing. 


HEX NETTINGS 
The Perfect Formed Mesh 


N the manufacture of Hexagon Mesh Poultry Netting we have a very large capacity, and with the 
most modern equipment in machinery and apparatus for putting the goods up, we have succeeded 
in placing upon the market a Netting of the highest grade. 


WICKWIRE BROTHERS, CORTLAND, NEW YORK 


( >< | 
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We believe 
this to be the 


BIGGEST | 


Fence Value 
ever offered 


Novv 


marked 
with a 








It has been our constant aim to 
produce a better fence—one that 
we could guarantee to outlast all 
others, and yet not ask a higher 
price than others ask for ordinary 
galvanized fence. In this we 
have succeeded. 


Authorities back up our claims 


Exhaustive tests conducted in (Proof of official tests sent free 
our own laboratories resulted in upon request.) 
our finding out that patented A few months ago, we an- 
“Galvannealed” wire carries nounced that patented “Gal- 
from 2 to 3 vannealed” fence 
times more zinc wire would be 
protection than or- There Is About sold at no extra 
dinary galvanized $5.00 more ac- price, even though 


, tual material 
wire. This natu- value in this pat- it has $5.00 more 
rally means that ented “Galvan- per ton actual ma- 
copper - bearing nealed”’ wire but terial value. You 
“Galvannealed”’ it ge aga ri and your custom- 
. more nh ordi- ; 
fabric lasts many sale aubeuseed ers benefit. Both 

















years longer than whee. Square Deal and 
fence wire made Monarch are 
by the ordinary NOW the best 


galvanized process. In order to fence investment on the market 
have our claims verified, we today. 

asked the Country’s leading au- Only Keystone can produce this 
thorities to also make tests. C. F. patented fence wire. All others 













Burgess Laboratories, Madison, 
Wis., R. W. Hunt Company, 
Chicago, and the Indiana State 
University impartially made 
analyses and found our claims to 
be correct in every particular. 


Keystone Steel & Wire Company 
Peoria, Illinois 


are limited to the ordinary gal- 
vanizing method. Always look 
for the Red Strand—it stands 
for this long lasting fence. 

Let us tell you more about the 
big sales possibilities of the Red 
Strand Brand. 











¢ Red Strand”Ga/vaniedled 
Square Deal «:7 MONARCH Fence 


(Copper Bearing) (No Extra Price) 
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The live hardware 
dealer says: 








“We Celebrate ‘Voday 


BOSTOIN 
WOVEN HOSE & 
RUBBER CO. 
Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 
and MILO 
Also 
Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 


‘‘the birthday of a great American 
who had a rare gift of seeing 
through fallacies. 


‘“*One fallacy which creates endless 
loss and trouble for merchants is 
confusing real “consumer demand’ 
with spurious demand. 


“If three customers come in and 
ask for three different sizes of gar- 
den hose it is no sign at all that 
they would not all have been better 
suited with 58” hose had the logic 
behind this size been explained to 
them. ’’ 
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The New Design 
White 2g. Mountain 








The CAN and INNER MIXER turn 
in the same direction, operated bya 
lug on inner surface of the can at 
the top connecting with correspond- — | 

ing lug on inside of can cover Wa) Hit ! Mit 


CAN COVER of cast iron, operat- 
ed by the pinion gear on crank shaft 


working perfectly with the cast 
gears on can cover 









OUTER MIXER, operated by the 
Upper Gear with square hole for 
shank, turns in the opposite direc- 
tion from the can and INNER 
MIXER and between the two 


WOODEN SCRAPERS attached 






to the Outer Mixer scrape the 
can thoroughly 
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Moton Ice Cream Freezer 


HE White Mountain Freezer line has been newly designed. 
This means not “just a few changes” but a thorough re- 
designing and improvement of every part. 


Always the best known freezer, the ““White Mountain” in its 
new form is the outstanding feature of today’s Freezer market. 
The new “White Mountain” selling points are unexcelled. 


Six Superior Sales Points 


A special patented new form of beater; 4 Cans are made of Copper Steel Charcoal 
retains the famous Triple Motion which Tin Plate. 


makes the smoothest cream. eS 


Can covers are made of cast iron with 


A taller can with more ice surface insures 
accurately cast gear teeth. 


quicker freezing. 


3 New tub lines designed to conserve ice— 6 A new top frame construction eliminates 
economy of operation. complicated gear mechanism. 




















Exclusive Manufacturers 


THE WHITE MOUNTAIN FREEZER CO., INC. 


NASHUA, NEW HAMPSHIRE 
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Super-Zinced Lawn Fences 


The increasing popularity of inclosed lawns opens a big market for 
you in lawn fences. We are helping build up this market by our advertis- 
ing and dealer cooperation. The magazines above carry our lawn fence 
advertisements to nearly two million readers who are home owners and 
prospects for lawn fence. Our distinctive lawn fences are used exten- 
sively for city, suburban and farm lawns, parks, cemeteries, playgrounds, 
factories and other inclosures. We can supply all your wire needs includ- 
ing farm, poultry and lawn fence, barbed wire, plain wire, gates, steel 
posts and wire nails. Write for full information; no obligation. 


Pittsburgh Steel Company - Pittsburgh, Pa. 


New York Chicago Memphis Dallas San Francisco 
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Saunders Norvell’s book, published by Hardware 
Age, devotes much attention to new stocks, revised 
stock and the stock problem. Its treatment of this 
subject is clear and helpful. It includes some of the 
finest fundamental information that has ever been 
available for you hardware men. And as a hard- 
ware man, whether young or full of experience, you 
will welcome the sound value and seasoned knowl- 
edge that Mr. Norvell has put into the chapters of 
“FORTY YEARS OF HARDWARE.” 


In building up an old established store or a new 
retail business, stock is the foundation of the busi- 
ness. In such an important matter, the wise mer- 
chant seeks the advice and experience of able men. 


Throughout this interesting chronicle of the 
hardware business there is the solution of many 
merchandising problems and suggestions that 
should be read by every merchant before buying 
stock. His advice and assistance will point out 
many of the things to avoid in this first important 
step. 


Woven into these practical considerations are 
traditions of our own country. Mr. Norvell graph- 
ically takes you back to pioneer days—describes 
conditions and introduces you to men who have 
helped in the making of the hardware business. 


If you contemplate opening a new store or intend 
to clean out old stock for new, be guided by expert 
opinion. Read Norvell’s “Forty Years of Hard- 
ware”! If you would enjoy an instructive review 
of your own business and spend hours of pleasant 
and profitable reading, “Forty Years of Hardware” 
should be in your library! 


Orders have been filled for several hundred copies ranging 
from single volumes up to as many as fifty from one concern. 


Do not run the risk of wanting Norvell’s information and 
hours of reading and not having your copy. This book is 
good for years to come! GET IT! 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of the 


hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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Biggest- Selling © 
$2” Item in 
the Business 


ERTAINLY it’s the biggest 

seller of all replacement timers. 
And isn’t it the biggest seller at $2 in 
the whole field of accessories and 
suppliesP ‘Think it over. 





Milwaukee Timer sales, always big, 
have increased tremendously with 
this timer’s new, “short-proof” Bake- 
lite case. No increase in price—but 
a great addition in quality. 


With market conditions favorable, 
and the feeling of “good business” in 
the air—look for a record year on 
Milwaukee Timers. 


There will be still more advertising 
behind them in 1925, too. Post, 
American, Country Gentleman and 
the leading farm and trade publica- 
tions the year ’round. 


Push MILWAUKEE! It’s 
by far the easiest-to-sell timer. 


Milwaukee Motor Products, Inc. 


Milwaukee Wisconsin 


MILWAUKEE 
TIMERS: 


(BAKELITE CASE) 





Display Cut-out— Free! 


No increase in price. 


Three-color Window and Counter 

display. Holds a Milwaukee Timer Sells FAST at 

from stock. New process—oil colors, ~ 2.00 4 
extra brilliant, washable. Sent free, Ye 
postpaid, Write us direct. ($2.75 in Canada) 
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Sales 
Special 


— d 
O. 2012 Sauce Pan Set (1 qt.—1% qt. an 
2 at. sizes) made from heavy weight (18 
auge) y= cross-rolled flat _ sheet _aluminum. 
eautifully finished—outside—with a silver lustre 
—inside sun ray. os 
An excellent sales item at $1.00 per set. Special 
price for a limited time only—$9.00 per dozen 
sets. 
We also manufacture and stock a line of alumi- 
num utensils for special sales. Write for items 


and prices. 
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Quality Aluminum Ware’ 
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“How Can I Know 


| 


—asks the Dealer of Father Time 


“By Weight 

By Style 

By Finish 

By Satisfaction”’ 






luminum 


ware 


Good Aluminum Ware should be of necessary 
thickness and weight to insure even heating and 
long wear. 18 gauge aluminum is .0403 of an 
inch thick, while 22 gauge is but .0234 of an inch. 
Hence 18 gauge is nearly TWICE as thick as 22 
gauge. Ordinary aluminum ware is but 22 gauge, 
while— 


LIFETIME ALUMINUM WARE is 18 gauge 


—extra heavy 


Proper proportions, correct shape, round corners 
and close tight beads add to the beauty and 
salability of aluminum ware. 


LIFETIME ALUMINUM WARE has all of 


these qualifications! 


All Lifetime Aluminum Ware has the lasting 
Lifetime silver lustre finish. Lifetime Aluminum 
Ware meets the test of time. The heavy weight 
aluminum, the finish and durability give a long 
life to these utensils that are moderately priced in 
reach of all. The consumer reaction is— 


SATISFACTION! 


ALUMINUM PRODUCTS Co. 
LaGrange, Illinois 
Branch Offices 


Philadelphia Chicago 
Los Angeles Oakland 


New York 


Cincinnati 


There is no time like the present time to stock LIFETIME. 
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The US Simplified Shot-Shell 
Line consists of the following 
three shells in 12, 16 and 20 
gauges—a load for every pur- 
pose anda shell forevery purse: 





A high-grade, smokeless 
shell at a popular price 
for all general shooting. 
66 loads — each supplied 
in fivestandard powders 
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SMOKELESS 


A low : priced, quality 
shell. Loaded with No. 
2 Smokeless. 74 loads. 


EA = 
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LONG-RANGE LOADS § 
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Long-range shells ofsur- 
passing excellence. 
Loaded with the latest 
type of progressive- 
burning powder. 13 
loads. 
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Cleaning house 


in the shot-shell business 


HE order of the day in mer- 

chandising is simplification — 
the trimming down of lines of goods 
to the profitable items. Builders’ 
hardware, cutlery, paint and other 
lines have already been greatly 
simplified. 

Now simplification with its man- 
ifold advantages has been applied 
to another line where it was sorely 
needed — the shot-shell line. A gen- 
eral house-cleaning has resulted in 
the US Simplified Shot-Shell Line. 
This line consists of about four 
hundred loads instead of the usual 
four thousand. 


Only the live items — the profit- 
makers — have been retained. At 
the same time the US Simplified 
Shot-Shell Line is complete. It con- 
tains a range of loads for every 
purpose —in fact, the vcry loads 
that are most popular with shooters 
generally. It includes a shell for 
every purse. It provides for the 
specification of standard powders. 
It has in it a No. 2 Smokeless shell 
and also a group of long-rangeloads. 





Simplified 
SHOT-SHELL LINE 


Reducing selling expenses, low- 
ering overhead, requiring a smaller 
investment, the simplified line is the 
profitable line for the dealer and 
jobber. At the same time, it is a 
means of effecting economies in 
manufacturing that should lead to 
lower prices and larger future 
profits. Something substantial in 
this direction has already been ac- 
complished. Nearly three hundred 
of the four hundred loads in the US 
Simplified Shot-Shell Line are of- 
fered to dealers at reduced list prices. 

You have been waiting for a simplified 
shot-shell lihe. Here it is. Ask our sales- 
man or your jobber’s salesman about it 
or write us for full particulars and price 
list. You will be interested, too, in the 
big advertising campaign that is going to 
speed up the sale of the three shells — 
Climax, Defiance and Ajax Heavies — 
which constitute the US Simplified Shot- 
Shell Line. 


UNITED STATES CARTRIDGE CO. 
111 BROADWAY - NEW YORK 


General Selling Agents: National Lead Company,Boston, 
Buffalo, Chicago, St. Louis, Cincinnati, San Francisco; 


United Lead Company, New York, Philadelphia: James 
Robertson Lead Works, Baltimore: Merchants Hard- 
ware Specialties, Ltd., Calgary, Alberta, Canada; Fraser 
Company, Montreal, Canada 
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Mohawk Model VA uses 
five tubes, operates on either 
“loop” or overhead aerial. 
Sealed and guaranteed for 
one year. $150 without 
accessories. 
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Where are your radio profits going? 





many dealers selling 

radio today are spending a 
dangerously large portion of their 
profits in keeping the customer 
satisfied. 

How can the dealer’s service 
cost be reduced? That is a prob- 
lem for themanufacturer,we feel, 
even more than for the dealer. In 
designing the Mohawk Radio we 
kept this problem well in mind, 
and we believe we have solved it 
greatly to the dealer’s profit. 


Simplicity is the key word of 
the Mohawk. Simplicity of de- 
sign. Simplicity of operation. All 
working partsareenclosed,sealed 
and backed by a one-year factory 
guarantee when the seal is un- 
broken. Noscrews are used—all 
connections are riveted. This in- 
suressafety in handling. Noother 
radio is made this way. Just one 
dial to tune, and nothing about 
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Mohawk Model X. 
Same as Model XII, 
but made for use on 
atable orstand. Loud 
speaker is built-in. 
$250 withoutacc: - 
sories, 


“Hearing 


is Believing”’ 


Mohawk Model XIL 
Same as Model VA, 
but in Italia# Renais- 
sance console cabinet 
with built-in loud 
speaker. $300 without 
accessories. 























MOHAWK ELECTRIC CORP.., 
2248 Diversey Parkway, Chicago 


Please send, without obligation, full de- 


tails of the Mohawk Franchise Plan. 


Name 








the set to invite tinkering by the 
owner. 


The more you learn about the 
Mohawk the better you will like 
it. Dependable, coast-to-coast 
loud-speaker reception; utmost 
selectivity; a clear, golden, life- 
like tone that wins the admira- 
tion of all who hear it. Nation- 
ally advertised in leading publi- 
cations and backed by dominant 
local publicity. 


The Mohawk Franchise Plan 
will give you some new ideas on 
the subject of building a perma- 
nent, growing, profitable radio 
business. Wire, write or mail 
coupon for details today. We will 
also send full information about 
our financing plan for time pay- 
ment sales. 


Mohawk Electric Corporation 
2248 Diversey Parkway CHICAGO 
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HROUGH years of 
national =A aman 
McKinney has planted 
the seeds of early buying 
and substantial expendi- 
ture. Reap the benefits 
of this walk by display- 
ing McKinney Hinges. 
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When a Merchant? 


When a Consumer? 


me OU are a hardware merchant, and therefore entitled to a 


retailer’s discount on hardware and kindred lines carried 





in your regular stock. When you purchase food, you be- 
come a consumer and pay full list price on your food 
purchases. 


The grocer who furnishes you provisions is also a merchant in his 
own lines, and entitled to a retailer’s discount on those lines. But 
is he entitled to any consideration when he buys a hammer from you? 


Is it not true that he too becomes a consumer in a line not his own? 


Many hardware merchants tell us that other retailers expect some 
kind of trade discount on purchases. We hear of the grocer who 
asks his hardware merchant friend to secure bicycles or other profit- 


able items at cost, or at least far below the regular retail price. 


Where would this practice end’ In some towns this problem has 
been well discussed. We know of places where each merchant obtains 
a 10 per cent discount on goods purchased of another retailer. If 
there must be concession, a standard discount is surely the fairest 


It is unfair to ask you to pay the consumer price on groceries— 
and sell the grocer his hardware at 10 per cent off. 


How about it? 
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What the Editor Thinks 


Is Yours a “Triple A’ Store? 
MBITION, Alertness and Aggressive- 


ness form the “triple A” of business. 
Ambition comes first. No mer- 
chant can expect to go far without the in- 
centive to win. By ambition, for a mer- 
chant, we mean the inward urge to progress 
—to beat the sales of yesterday, or last 
week, or last year. It carries with it the 
pride which comes from having good dis- 
plays, good merchandise and the reputation 
for good service and satisfaction. 

Alertness is often missing in the store 
that fails. It is always present in the store 
that shows continued gains. Alertness 
means more than merely keeping one’s eyes 
open to guard against weakness. It is a 
positive quality, which looks ahead, sees new 
possibilities and adopts new methods or 
plans before some one else has wrung all 
the good out of them. Alertness means be- 
ing fully awake to opportunity and ready to 
grasp it at the right time. 

Aggressiveness is an asset which runs 
strong in the successful store. Not that so- 
called aggressiveness that carries a chip on 
its shoulder, but the aggressiveness which 
says, “I will forge ahead because I will de- 
serve to win.” The aggressiveness that finds 
ways and means to build business through 
service. The kind that is not afraid to tell 
the whole world what it is doing; that first 
makes itself worthy of business and then 
frankly asks for that business. 

The possibility of becoming a triple A 
store is as great in a small town as in a big 
city. It is a matter of quality—not size. 
Leadership, reputation, extensive sales, and 
reasonable net profits are the rewards of 
ambitious, alert and aggressive merchan- 
dising policies. Without them a retail 
store will always remain little. 





How About a Little Open 
Appreciation ? 
HIS editorial was written by Hamp 
Williams, of Hot Springs, Ark. It is 
so strongly in accord with our senti- 
ments that we include it in “What the 
Editor Thinks.” 





I know men who are making a living sell- 
ing peanuts, selling popcorn, selling candy 
and apples. I know others making a living 
selling neckties, breeches, handkerchiefs, 
and shoe strings. There are some who make 
a fortune entertaining people, making 
music, lecturing, singing, acting the fool— 
standing on their heads, then on one foot, 
then the other. Men talk themselves into 
offices with little qualification over men 
who are well qualified—talk themselves into 
good positions, single-handed and alone. 
All these things are accomplished with little 
capital, but a lot of nerve and backbone; a 
determination to win at whatever cost neces- 
sary. That’s what counts most these days. 

Some boys of poor parentage, or perhaps 
orphans who get their lessons at night by a 
pine knot fire go through school and receive 
a finished education, thoroughly equipped 
for life in the biggest way. Other boys have 
every convenience and advantage, electric 
lights, steam heat, nothing to do but study, 
read, write, converse, with plenty of nice 
clothes and automobiles, with rich parents 
who give them money and never ask them 
to turn their hands to a thing except to in- 
form themselves and get ready for a useful 
life. And yet, with everything laid right 
at their doors some of these boys are failures 
in life and burdens to society. 


We have the same experience with some 
merchants who have everything to start 
with—capital, location, good reputation, 
good business training—but who are fail- 
ures in business. ‘They don’t know how to 
sell their goods; meanwhile you observe an- 
other who starts with a popcorn stand and 
winds up with a brick block on the best 
corner in a good town. One is willing and 
makes whatever sacrifice necessary to suc- 
cess, while the other does not and will not. 


The most successful merchant is the one 
who is always solicitous of other people’s 
comforts and pleasure and who thinks but 
little of his own; one who is grateful for 
whatever he receives and shows his apprecia- 
tion for every little kindness or favor shown 
him. 


Merchants come to hardware conventions 
and work like Trojans to make those con- 
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ventions successful. They give their experi- 
ence whatever it is, in success or failure, that 
others may profit; and when they are through 
and have done their best to help their fellow 
merchants, out of two or three hundred 
merchants present at the convention there 
will not be a half dozen who will go to these 
men and express their appreciation to them 
for their efforts. Very few will tell them 
what they need to hear so badly, to en- 
courage them to better endeavors. It is not 
that these two or three hundred men do not 
appreciate the efforts of these merchants. 
They do, and they express it to one another 
but that’s not sufficient. Say it to them if 
you wish them to serve again. 


How many men can you call to mind who 
have been hard workers at your conventions 
in the past, who have fallen out, and are 
seen there no more? Do you know why? 
Have you ever investigated? When you do 
you will probably find them highly sensitive 
men, who have come to the conclusion that 
their services are no longer desired. A little 
open appreciation would keep them on the 
active list. 


‘Let Him Know It’’ 


“When a fellow pleases you 
Let him know it; 
It’s a simple thing to do— 
Let him know it. 
Can’t you give the scheme a trial; 
It is sure to bring a smile, 
And that makes it worth the while— 
Let him know it. 


You are pleased when any one 
Lets you know it. 

For it gives you added zest 

To bring out your very best— 

Just because some mortal blest 


Lets you know it. 


When a fellow pleases you, 
Let him know it; 
Why, it isn’t much to do— 
Let him know it. 
It will help you in the fray, 
And he’ll think his efforts pay; 
If you like his work or way 
Let him know it.” 





The Dalue of Winter Window 
Displays 
Mei Y hardware merchants are in- 


clined to let up on their window ad- 
vertising during the so-called “dull 
period” of mid-winter. 
This is the season when new customers 
are to be gained—when mere window shop- 


pers are converted into regular customers. 
During the winter the farmer has more 
leisure, and spends more of his time in town. 
Usually his good wife comes with him and 
together they review the stores. If the hard- 
wareman’s winter windows are well trimmed 
and changed often, his farm friends are sure 
to see in them articles which can be used to 
advantage when the busy spring season 
opens. 

Well trimmed windows at this season are 
advance salesmen. ‘They register in the 
minds of customers, not only goods needed 
for the future, but where the goods can be 
purchased. ‘They furnish the best ammuni- 
tion the hardware merchant can have for 
combating the mail order, catalog and the 
house-to-house peddler. Instead of letting 
up on your window advertising take advan- 
tage of your opportunity and see that your 
window man puts a little extra time and 
effort into his winter displays. 

Dry goods merchants actually display 
and sell their summer white goods during 
the winter season. You can at least pave 
the way to the sale of innumerable hard- 
ware items sure to be needed when spring 
arrives. 





The Partnership Angle of 
Success or Failure 


USINESS has been somewhat slow 
B to grasp the fact that failure and suc- 
cess are mutual problems. Merchants 
often harbor a secret exultation over the 
defeats and failures of competitive mer- 
chants. They forget that seeds of failure 
germinate quickly in the rich soil of suc- 
cess and that failure is a contagious business 
disease. , 

Nothing is more contemptible, more 
utterly foolish than the self-satisfied .exul- 
tant smile on the face of a merchant who 
has just learned that his competitor faces 
failure. It is as though the pastor of some 
thriving church should take an unholy joy 
in the empty pews of a neighboring church. 

The failure of a competitor may for a 
time have a favorable effect upon the busi- 
ness of a rival, but eventually failures strike 
the nerve centers of a community’s com- 
mercial life, and produce other failures or 
near failures. You help to pay the cost of 
every failure in your community. 
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| HEN you publicly honor the mem- 
ory of our great statesmen and 
great events in our history, you are per- 
forming a public service through perpet- 
uating and stimulating the spirit of pa- 
triotism in your communily. Abraham 
Lincoln is beloved for his statesman- 
ship and for his personality, and in this 
article we tell you how one hardware 
merchant paid a noteworthy tribute to 
his memory. 
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Build Prestige | 


started out in life very closely associated with 

hardware. Lincoln is called the “Rail Splitter” 
as much as he is the “Emancipator”’ or “Honest 
Abe.” Evidently he made his acquaintance with 
the axe at an early age and because he performed 
his work well he was able to hew his way into the 
hearts of the world. 

In honoring his birthday, hardware men not only 
do honor to one of the greatest men of the world 
but they also take pride in showing the world that 
hardware has played a considerable part in the 
shaping of the lives of the great who in turn in- 
fluenced nations. 

Goldcamp Brothers & Company, Ironton, Ohio, 
arranged a very effectual display on Lincoln’s birth- 
day. They emphasized the “rail splitter” phase of 
his life. The background was made on an 8 ft. 6 in. 
x 10 ft. 6 in. sheet. Clarence A. Goldcamp drew in 
the picture with chalk. Flags were used to decorate 
the top and sides of the window and in the fore- 
ground a trunk of a tree was placed. The trunk 
was about nine feet long and an axe followed up by 
a wedge were driven in just as they might have 
been put there by the figure in the picture. When 


[’ is surprising how some of our greatest men 





A patriotic window of the Barrett Hardware Co., Joliet, Til. 
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and Help Sales 





the tree was chopped down the chips were gathered 
up and then strewn around the window. Double 
bit and single bit axes were also displayed on the 
floor of the window. 

A large sign at the left side told how Lincoln 
would have gloried in the modern axe and it also 
brought out the fine point of these tools sold by the 
Goldcamp hardware store. 

The window drew much favorable comment and 
brought many people to see it. The local papers 
devoted news space to a write-up and this sort of 
publicity acts like a tonic on any hardware store. 

The window showed the patriotism of this hard- 
ware store, it served as an inspiration to some of the 
voung people who felt they were fighting for their 
success under heavy odds and it also served to let 
the people of Ironton know that Goldcamp Brothers 
& Co., was wide awake and progressive. 

It is a fine thing when a commercial institution 
can stop long enough from the grind of doing busi- 
ness to give a few thoughts to things that are not 
only inspirational or patriotic but which serve to 
show the community that business is not conducted 
for the sole object of making wealth. A man who 
has no other interest at heart than that of piling 
one dollar on top of another finds little joy in life 
and certainly does not make life any more pleasant 
for other folks. 
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T is a fine thing when a commercial 
organization is public spirited 
enough to pause long enough in the 
grind of business and pay fitting hom- 
age to the memory of our dead states- 
men. Washington’s birthday occurs 
this month. Why not recognize the an- 
niversary of his birth by appropriate 
decorations in your interior and window 
displays, and thus help inculcate a spirit 
of patriotism in the youth of your com- 
munity. 


How the Goldcamp Bros. & Co. honored Lincoln’s Birthday 
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HERE is real imagination and atmosphere in 
this toy display of the Jones & Bro. Co., 


Dover, Del. It helps explain why this company’s 
sales in toys are $12,000 a year. 


How Jones Sells $12,000 a 


Year in Toys 


ETTING the jump on the big city stores in 
Wilmington enables T. K. Jones & Bro. Co., 
Dover, Del., to keep local toy business from 

leaving the State capital. This hardware store sells 
from $6,000 to $8,000 worth of playthings in No- 
vember and December. During the other ten months 
sales are about $4,000. Display toys first, be first 
with new toys which are salable and tell your cus- 
tomers what you are doing—this is Jones’ advice to 
other hardware merchants. 

It is figured that the all year toy stock is turned 
twice. 

When you visit the Jones toy department you find 
nearby an interesting corner devoted to juvenile 
books, picked for children from 3 years to 12 years. 

The majority of the books stocked are in series, 
containing 12 to 20 volumes. This is good book 
merchandising practice, because when a child re- 
ceives one book belonging to a series of say 20 
books, it is only natural that he should want the re- 
maining 19 as soon as possible. A little sticker on 
the cover is a permanent reminder of the source of 
supply on that series. 

When a woman buys such a book from Jones she 
is told very definitely that she may purchase the 
other 19 volumes in the same place or may order any 
of them by mail or phone. As a rule, most pub- 
lishers list some place in each volume the complete 
list of books making up the series. 

We can readily remember Rover Boys, Racer Boys 





and Motor Boy books and our keen interest to read 
and own the complete series—which we never did. 

When a customer comes to buy the second book 
he is sure to see the Jones toy displays. 

Experience in this store is said to prove women 
better for selling toys and juvenile books, because 
they are often more sympathetic and understanding 
in their dealings with children and their mothers. 

One of the features of the Jones toy stock is the 
line of toy circus outfits. The customer may buy in- 
dividual circus characters or pieces of equipment, 
he may buy the complete circus, tent and all, or he 
may buy any one or any number of the small outfits 
which make up the complete circus set. Again Jones 
has paved the way for future and related sales. 

For Christmas a child will receive clown, chair, 
barrel and ladder. The buyer it told that additional 
pieces are always in stock at the Jones toy depart- 
ment, and that these extras make mighty fine gifts 
for birthdays and other special occasions. 

February and March are apt to be fearful months 
for parents with small children. As the snow melts 
away there is a tendency for mothers to keep their 
young ones indoors. To keep them indoors willing- 
ly there must be some inducement. As an enter- 
prising merchant you could easily increase your toy 
and juvenile book trade by selling these lines to 
parents as inducements to keep their kiddies indoors 
during the so-called dangerous months. 
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Where $12,000 
a Year in 
Toys are Sold 








OME views in the toy de- 

partment of T. K. Jones & 
bro. Co., Dover, Del. This com- 
pany’s book section has proved 
- important leader for toy 
sales. 
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You will find 
inspiration for 
the arrange- 
ment of. your 
toy department 
in the views 
on this page. 
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Make Uncle Sam Your Partner 
How to Build Up Your Mailing List 


By Mark McGhee 


N the first of this series we went as far as the 
| cabinets and record cards, didn’t we? The cards 
for the name and other data were to be 5 x 3 
inches—white card for the customer, blue card for 
the prospective customer. Cabinets to hold the cards 
were to be dust-proof. Both the cabinet and cards 
are of standard size and can be obtained at any 
stationery store. 

Let’s take the names of our charge customers 
first. Being already our customers, their names, ot 
course, will go on the white cards. We now file 
these alphabetically in the cabinet, putting them 
in the drawer marked “City”’—that is, the names 
of only those who live in the city. “But,” you say, 
“here’s’ Mrs. John Allison in A. Mrs. Allison is a 
charge*customer who lives in Jonesville—what shall 
we do with her card?” File it:in.the drawer marked 
“Jonesville” under the letter “A,” and not with the 
names of those who live directly in the city. The 
name of the customer is typed in at the top of the 
card, left-hand side, followed by complete address, 
city and State. The space below is reserved for 
future record, such as date of purchase, name of 
article, or any other information that is useful. 
With the charge customers’ list completed— 


What’s Next? 


The cash customer. This is the most valuable 
list. of all. Indeed, it is so valuable that we are 
going to devote the next and third article of the 
series to the cash customers’ list. We shall tell you 
of a plan by which you can best get the names of 
your cash customers. So we will have to skip that 
list for the time being, and go on to the next best 
list, which is the names obtained from the telephone 
book. 

As this list is being made up, each name will have 
to be checked up with your list of charge customers 





in order to prevent duplication. The one making 
up the list from the telephone book (if it is done by 
someone in the store) will recognize a great number 
of the names as those of your customers. In this 
case, the white card is used. Otherwise use the 
blue card. The filing of these names is done exactly 
in the same way as we filed the names of our 
charge customers. So far, so good. Now come 
other means of 


Getting Names 


Which includes SCHOOL REGISTERS, CHURCH 
ROLLS, SOCIAL SOCIETIES, LODGE ROLLS, 
CITY TAX LIST, PERMIT RECORDS, LICENSE 
RECORD, MARRIAGE RECORDS, COUNTY TAX 
LIST and REGISTRATION LIST. Then, of course, 
there are concerns who make a business of supplying 
lists. They usually have two kinds: a stock list and 
a list made to order. Some of these firms guarantee 
their list of individuals to be 95 per cent perfect. 
But, why have a list that is 95 per cent perfect as 
far as individuals are concerned, when by making 
up your own list, you can have it 100 per cent per- 
fect. A much better list than any you can buy, 
while the cost will be but a fraction of what the 
other lists cost? “ 

A good list is not necessarily a big list. There is 
a store in Ohio located in a small town that has a 
list of 15,000 names. This store does an enormous 
business by direct mail advertising. They have a 
paid correspondent in every school district within 
a radius of twenty miles, who keeps the store well 
informed of newcomers and departures. I know of 
another store located in a small town in Virginia 
that does the same thing. The compensation for 
such a service is usually in the form of a certain 
discount on all purchases made at the store by the 
correspondent. 
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Some stores conduct a contest for the purpose of 
obtaining names. Mail order concerns pay from 
25c to 5c each for the name of a prospective cus- 
tomer, which simply goes to show how much value 
experience places on every individual name of a 
prospective customer. Another store, up in Michi- 
gan, pays 5c each for every card returned bearing 
the name of any housewife. Another store employs 
a girl to read over the newspapers to get the names 
of local people. 

Another ideal plan is to get one or several school 
boys and girls in each town to canvass the homes 











GOOD way to augment 

your mailing list is to 

have one of your employees 

go through the local newspa- 
per for names of prospects. 


after school hours, and get the names and addresses 
of people. For such service you pay a flat rate for 
each name, or so much for each name accepted. 
That is, if you already have the name on your list, 
you would not pay for it. The amount paid per 
name on this plan, however, would naturally be 
higher than the flat-rate plan» 


The Information 


You understand, that in each case the name is 
checked with the list which is added to or sub- 
tracted from, as the case may be, and that the first 
essential in compiling a list for a retail store, is 
that proper zone of trading must be kept clearly 
in mind. You can, therefore, see the importance 
of a proper system of filing when building up a 
mailing list. Otherwise, you are simply wasting 





your time and energy. 


The card system is the 


only system that is worth while, and even then, the 
plan is unworkable unless the cards are filed alpha- 
betically and each town or district is kept sepa- 


rately. 
Rural Routes 


Everyone, of course, is familiar with the plan of 
sending mail to people living in rural districts 
without the individual’s name appearing in the 


address. 


No. 1 Rural Route 4, Jonesville, N. Y., 


will reach the party living at that address, even 
though the name does not appear on the envelope. 
The Post Office will supply a list of these routes and 


numbers to advertisers. 
plan, but do not recommend its use. 


We merely mention this 


The next article will be on the “Cash Customers’ 
List,” and is, in my opinion, one of the most—if 














| NOTHER method of co 

“X piling a mailing list is 
have children canvass homes 
after school and on Saturdays. 
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not the most, important of this entire series. It 
also should be borne in mind that while the first 
three articles in this series are absolutely the most 


important because they deal entirely with the mai 


|- 


ing list, yet it is the elementary part of our work. 


After this come the more interesting things. 


But 


we must get the mailing list ready before we can 


use the other things. Watch for the next issue i 


which we shall discuss the “Cash Customers’ List. 
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Turns $4000 Tool Stock Four Times a Year 


ton, Cal., carries a $4,000 stock of tools which 
he turns over four times a year. 

There are eight reasons why he does it. 

1. By carrying only well known brands which 
carpenters, mechanics and householders have con- 
fidence in; 

2. By advertising in trade union papers and 
building up an acquaintance with union carpenters 
and mechanics; 

3. By always having the goods when the goods 
are wanted; 


Ty OM SCALLY, hardware merchant of Stock- 





4. By holding strictly to the advertised re-sale 
prices; 

5. By knowing, personally, from tests what the 
tools will do; 

6. By knowing, and if he doesn’t, by finding 
out, what the users of tools think of the tools that 
are advertised by different manufacturers ; 

7. By displaying tools at all times in the window 
and in the store; 

8. By the use of special tool cabinets like this: 

By means of his cabinets Scally can show a large 
assortment of tools. 
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IXTURES of this type 
are used successfully 
~~ by Reilly Bros. & Raub 
for displaying’ sporting 
goods. 


Some Fundamentals of Successful 
Sporting Goods Merchandising 


caster, Pa., would interest any student of mer- 

chandising. It was built nearly 14 years ago to 
replace a structure that had been destroyed by fire. 
In its four stories and basement, 70,000 sq. ft. of 
floor space has enabled the company to department- 
ize very carefully and efficiently. 

The sporting goods section is particularly inter- 
esting because of its splendid displays and the va- 
riety of lines which are carried. Practically every 
sport is represented and the devotees of Lancaster 
are sure to find the proper equipment at this store. 
We recently asked Reilly Bros. & Raub Co. to tell 
readers of HARDWARE AGE the elementary points 
necessary to maintain a successful hardware store 
sporting goods department. Their reply, based on 
experience and observation should inspire the hard- 
ware merchants to observe the same essentials. The 
reply follows: 

“We consider our display of guns and ammuni- 
tion exceedingly attractive, and an important part 
of our sport goods section. The guns are in cabi- 
nets under glass. All the incidental supplies are 
readily accessible. We handle only guaranteed 
goods and are willing to sell all goods on their 
merits with the assurance to the customer that all 
defective goods will be promptly replaced. This has 
the effect of holding and keeping this trade, which 
as a rule is quite particular and needs tactful treat- 
ment. The use of these lines in window displays 
helps greatly to stimulate the business, especially if 


ow store of Reilly Bros. and Raub Co., in Lan- 


begun some weeks before the opening of the gunning 
season. 

“A Golf Department has been organized which 
has been one of the most active in our store, Lan- 
caster having two municipal courses as well as a 
fine Country Club Links. It has been found desir- 
able to carry a large assortment of golf goods to 
suit the novice as well as the experienced golfer. It 
is found that this game is making a wider appeal 
each year, and those who go into it and wish to im- 
prove their game always become good prospects for 
any new club or ball which gives promise of im- 
proved results. To increase the interest a free dis- 
tribution is made of a circular called “The Golf 
Shot,” which describes the proper clubs, stands, and 
“follow through” perfectly. 

“In skates and shoes, it has been necessary at all 
times to keep a good assortment and give particular 
attention to sizes. Here it is needful to pay atten- 
tion to the changes in styles of shoes, as pointed 
shoes require larger sizes. A skating customer be- 
comes a prospect for golf hose, sweater, cap, gloves, 
ankle supports, straps and hockey sticks. 


Talk “Catches” with Anglers 


“In selling fishing tackle, we endeavor to interest 
the angler in telling his own story of individual 
catches. This can be supplemented by telling him of 
recent catches, where and when, and what tackle 
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(Continued on page 82) 
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A Splendid Sporting Goods Department 
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Note the effective method of displaying fishing tackle, used by Reilly Bros. & Raub 
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An effective display of bicycles in the sporting goods department of Reilly Bros. & Raub 
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Solving a Hardware 
Problem With 


Aluminum Ware 





By E. N. Howell 


February 12, 1925 








‘+¢ J T has been apparent to me for a long time,” says Mr. 
Howell, “that the woman’s trade is worth cultivating. 
An effective way to appeal to women buyers is 
through specializing on those lines that can properly be 
termed woman merchandise.” In this article we tell you 
how Mr. Howell accomplished this aim with aluminum ware. 
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E. N. Howell 


hardware business.. And it is just 45 years 
that I have been studying the problems of hard- 
ware retailers. 

As I look back to the days when I first became 
associated with hardware retailing, the methods 
used then surely are in sharp contrast with those 
of more recent days. In fact, in those days a dealer 
by “just keeping store” used to be able to “get by.”’ 

There was little thought paid to such problems as 
simplification, stock turn, etc., that have been in 
the limelight for the past few years. Concentrated 
buying, too, was uncommon. In fact, many times 
one line of goods was bought from several sources. 
But as competition grew keener among hardware 
dealers it became a question of improving your 
business methods or losing your trade. Therefore, 
these problems have been in a degree solved by the 
aggressive merchants of today. 

But there are other conditions the hardware store 
has to contend with. There are new problems turn- 
ing up daily to make things interesting. I have 
learned, as have many other dealers, that it is a 
very big mistake to consider other hardware stores 
as the only comnvetitors. Besides the mail order 
houses and the “Glorified Peddlers,” there is the 
department store, and many drug stores even are 
raiding on the trade of the hardware dealer. 

Frankly, I think any hardware dealer can get 
many good lessons not only through an analysis 
that will reveal the reasons of the successes of other 
hardware stores but also by studying the methods 
of successful department and so-called specialty 
stores, and then, of course, shaping or combining 
the many good ideas so that they can be applied 
to his business. 

In the past five years or so, as I have analyzed 
the hardware business, the one big thought that 
always came to my mind was how to keep all the 
business in the hardware store that logically should 


if is just 45 years since I started in the retail 





be there. I have found the leading trade journals 
are beginning to analyze this same subject and are 
offering many helpful suggestions. I am offering 
my thoughts and experiences along this line for 
what they may be worth. It is far from my object 
to set forth a sermon of theories or what might be 
termed personal philosophy. 

To keep all the hardware business in the hard- 
ware store, where it belongs, it has for years been 
evident that anything the hardware dealer can do 
to attract women into his store is work in the right 
direction. 

The best merchandising authorities in the 
country all agree that women do the bulk of all 
buying. For example, Floyd Parsons, one of the 
country’s leading merchandising experts, maintains 
that women buy or influence the buying of 85 per 
cent of the country’s total production. 

I can see some of you shrug your shoulders at 
this and say: “That doesn’t apply to the hardware 
business.” Of course, the percentage would not be 
85. There are not any authentic statistics on this 
that I know of, but if there were I believe they 
would be surprising, especially if they took in all 
the hardware bought by women not only in the 
hardware stores but in all stores. 

Mr. Saunders Norvell recently had an article in 
HARDWARE AGE in which he said: 

“One reason for this tide of business getting 
away from the retail hardware store is because 
the majority of such goods—in fact, almost all 
of them—are purchased by women. Women buy 
other goods from department stores, drug stores, 
chain stores, etc., and while they are buying 
other household necessities it is only natural for 
them to also buy hardware and cutlery items. 

The hardware store has not held, nor is it at- 
tracting, the trade of women. The hardware 
business has lost a very large part of its sales 
of “notions,” while it is still holding its business 
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on nails, wire, heavy hardware, builders’ hard- 

ware and tools; but this business, by reason of 

cut prices brought about by keen competition, 
does not cover the cost of doing business.” 

This report so closely agrees with my experience 
and it seems so obviously true that I can’t under- 
stand why the great majority of all hardware stores 
are not making stronger efforts to obtain the pat- 
ronage of that mighty queen who controls the 
family purse strings and is so influential even in 
those products purchased by the men. 

It has been apparent to me for a long time that 
the woman’s trade is worth cultivating. There are, 
of course, many things in the hardware store that 
appeal primarily to women. All of these are very 
good and worthy of prominence, but I have found 
that a good effect can be obtained through special- 
ization on one line of what might be termed women 
merchandise. The general idea that you are strongly 
catering to women trade will be implied. 

I am strong for house furnishings, for there’s 
nothing more dear to the heart of a woman than 
her home. In subdividing house furnishings I know 
of nothing with a stronger pulling appeal than cook- 
ing utensils. This is perhaps due to the fact that 
a woman’s main interests naturally center largely 
in her kitchen. And cooking utensils are the very 
heart of a woman’s kitchen tools. 

From the standpoint of building the good-will 
of many customers, kitchen utensils offer an ad- 
vantage over larger items. For instance, in selling 
a range at $150, you are establishing but one sat- 
isfied customer. However, in selling this same 
amount of good quality kitchen utensils you bring 
satisfaction to at least fifty homes, figuring $3 as 
the average purchase. 

Getting women into your store is worth some- 
thing. Not only for the purchases that they them- 
selves make do we welcome them, but we know that 
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their word-of-mouth advertising and their influence 
in getting the male members of the family to shop 
at our store is very valuable. 

Of course, to accomplish our aim of drawing as 
many women to our store as we can, we feature 
our kitchen utensils as prominently as_ possible. 
Our chief line of kitchen utensils now is aluminum 
ware. We have found that the housewives of Dixon 
seem to have a preference for this modern ware. 








(Continued on page 83) 
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HIS is the Daily Distribution Sheet that 

plays such an important role in the suc- 

cessful operation of the Jones Hardware. 
It contains all the essential figure facts of 
the day’s business. By studying it, Jones 
Bros. are able to keep themselves informed 
of the day-by-day status of their business, 
and if any trends have developed that, un- 
checked, may cut into their profits, they are 
able to correct the trouble. This daily report 
is to the Jones brothers as important as are 
the chart and “log” to the mariner. 








Plug the Leaks Through 


Which Your Profits Dribble 


Bookkeeping System Developed by Jones Bros., of Long Beach, Cal., 
Discloses Small Wastes and Builds Profits 


is operated as carefully as a bank. Picture, 

there, two merchants who know every day ex- 
actly where they stand; two merchants who know 
whether expenses are being kept down to the right 
figure, whether collections are coming in as they 
should, whether sales are keeping up to a profitable 
daily average, and whether the business is being so 
operated as to return a fair net profit. 

That sounds like a paragraph from some treatise 
on “An Ideal Hardware Store,” doesn’t it? But it 
isn’t. It’s a description of a prosperous store in 
Long Beach, Cal., owned by L. R. and A. F. Jones. 
And the Jones brothers, though aggressive and suc- 
cessful merchants, don’t claim to be running an 
ideal store. 

They have, however, found a simple solution of a 
great many problems that worry hardware dealers. 
As a result they control their business. They have 
plugged up leaks through which their profits used 
to dribble away, and they are making their business 


ie cousat if you please, a hardware store that 


produce more actual profit than it ever did before. 

How has this been accomplished? 

“By getting the figure facts of our business and 
then making intelligent use of them,” explains L. R. 
Jones. “That may sound queer, but it’s true. 

“We discovered that figure facts are mighty val- 
uable. Then, having made that discovery, we put in 
a simple, but very efficient, bookkeeping system in 
order to get them. 

“Now most hardware men will scoff at such a 
statement, for it is rather generally believed that 
bookkeeping has no connection with profits. That 
was what we believed until we discovered that the 
right kind of bookkeeping is just as vital to the 
success of our business as the right sort of a buy- 
ing and selling policy. 

“But popular opinion to the contrary notwith- 
standing, it is a fact that the right kind of book- 
keeping furnishes one with all the figure facts about 
his business, and that those figure facts take the 
‘guess,’ ‘suppose’ and ‘hope’ out of business. Once a 
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man quits guessing, and operates on facts, it is com- 
paratively easy to make a profit. Our own experi- 
ence proves that. 

“One of the dominant features of our bookkeep- 
ing system is a daily report that includes the figure 
facts on every transaction of the day. 

«“Every day we get that report. Every day we 
study it, and learn exactly what is happening. It 
contains figure facts on sales, purchases, expenses, 
collections, returns, discounts. With it we keep in- 
formed as to the exact day-by-day condition of our 
' business. The value is obvious. It keeps us posted 
on everything we must know in order to operate 
profitably. 

“For instance, take the information on sales. 
Every merchant should know how his sales are 
running. On our daily report, sales are segregated 
into cash sales and charge sales. We compare them 
daily, and if it appears that the proportion of charge 
sales to cash sales is getting too large we push cash 
sales. For we’ve found, as have all hardware 
dealers, that it doesn’t pay to do too much charge 
business. 

“But that’s not the only use we make of the in- 
formation on sales. 

“That report also includes information on pur- 
chases and expenses. We study those figures, and 
study them carefully. For we know that rolling up 
a big sales volume will profit a man nothing if he 
permits his merchandise purchases and his expenses 
to eat into his profits. 

“We not only study those figures, we compare 
them daily with the figures on sales. That is very 
important. For it enables us to keep purchases and 
expenses at the right ratio with sales. If, for 
example, we note that sales have slumped and pur- 
chases and expenses increased we at once get busy, 
curb our buying, cut down our overhead and so get 
the ratio on a more profitable basis. 


“But suppose we couldn’t make this daily compar- 
ison, that we didn’t have the daily figures and 
couldn’t make this daily comparison. We would have 
no way of knowing the comparative status of pur- 
chases, overhead and sales. It would be the easiest 
thing in the world for our profits to dribble away 
because of too large an inventory or excessive over- 
head. 

“It all goes back to the remark I made before— 
these daily figure facts take the ‘guess,’ ‘suppose’ 
and ‘hope’ out of our business. 

“We don’t have to operate our business by the 
rule of ‘guess,’ ‘suppose’ or ‘hope.’ We are in- 
formed as to what’s going on. For that reason we 
are able to keep purchases and expenses at a prof- 
itable ratio with sales. If sales drop off and extra 
selling effort fails to perk them up we cut down on 
overhead and watch our buying more carefully. In 
other words, we regulate that ratio. 

And that, in the final analysis, is one of the most 
vitally important things in merchandising. For if 
a man operates his store in such a way that he 
keeps purchases and overhead down to the right 
proportion with sales he is.bound to make a profit. 
Too many merchants concentrate on rolling up a 
sales volume. Too few understand that equally as 
important as making sales is the importance of op- 
erating so as to make a fair profit from his sales 
volume. 

“Thanks to this daily report of ours we can do 
that. And that is one of the reasons why I say that 
bookkeeping and profits are connected, for our book- 
keeping system makes it possible for us to operate 
that way.” 


* * * 


NOTE.—In a later issue Mr. Jones will tell how 
their bookkeeping system has proved of great help 
in speeding up collections. 






















































Mr. LLEW S. SOULE, Editor, 

THE HARDWARE AGE, 

New York City. 

My DEAR MR. SOULE—I have had a thought in 
my mind for some time, and that is, the standard- 
ization of the hardware trade catalogs, and feel 
that by conveying this thought to you, through your 
HARDWARE AGE medium, you could help to bring 
this about. 

My idea is as follows: Have the hardware man- 
ufacturers and jobbers adopt a certain-sized sheet 
to be used for descriptions, cuts, etc., and have them 
punched, so that they would fit a standard binder. 
This would be adopted by all the jobbers and man- 
ufacturers the same as the standard screw, bolt and 
file list. The advantage of a system of this kind is 
that it would not only eliminate a lot of waste but 
would be very convenient for a dealer to make up 
his catalog and keep tfack of prices, for under the 
present system there are thousands of catalogs of 
all shapes:and sizes to keep track of. Under the 


Standardize Trade Catalogs 


new system it would mean that he could send to the 
jobber or manufacturer for sheets covering only the 
items he handles, and could insert them in his 
binder according to the classification of goods. This 
would be a better way of doing things and would 
also save the cost to the jobber and manufacturer 
in the way of issuing a lot of circulars and 
pamphlets and also catalogs which are often thrown 
away and never used. 

There are many other points in favor of this 
system which I could bring out to you but I do not 
want to bother you with a lengthy letter. One 
more thing especially in favor of this is that the 
retailer could in turn get out a catalog from the 
circulars, and send to his own trade. 

If you think this is a good proposition I would 
appreciate your acknowledging this letter and giv- 
ing your views on it. Thanking you, and with kind 
regards, 

(Signed) RiIcE HARDWARE COMPANY, 
Hammonton, N. J. 
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Frederick Wallace, 
retiring president 


Important Trade Topics 


Discussed at Kentucky 
Convention 





David E. Darrah speaking into the microphone 


Frank A. McCormack, 
new president 





Frank A. McCormack Elected President of Kentucky Hardware and — 
Implement Ass’n, Succeeding Fred Wallace 


dominated the Silver Anniversary Convention of 

the Kentucky Hardware & Implement Associa- 
tion, held at Louisville, Ky., Jan. 20 to 23. Approxi- 
mately 250 dealers attended and about 50 jobbers and 
manufacturers were represented at the exhibit hall. 
The National Guard Armory housed both sessions and 
Retiring President Fred. Wallace, Central 


() ‘dominate coupled with an element of caution, 


exhibits. 
City, presided. 


Frank A. McCormack, Winchester, was elected presi- 
John R. Sower, Frank- 


dent to succeed Mr. Wallace. 


President Wallace’s Address 


“The railroads are the best barometers 
to business. When they make money, the 
whole country is generally prosperous. 
They will have less legislative nagging 
to contend with, and it looks as though 
they were coming into their own. Cer- 
tainly so if the stock market is any in- 
dication. They seem to have good busi- 
ness ahead of them, and it follows that 
equipment and supplies will be re- 
quired in increasing amounts to prop- 
erly equip and maintain these roads. 

“Tron and steel have felt improve- 
ment. Demand for future deliveries is 
broadening, prices have advanced and 
the whole country seems to be set for 
an era of increased productiveness. The 
farmers apparently are in for a real 
harvest, though, of course, for the mo- 
ment, many of them are busy paying 
off old indebtednesses, but it will not be 
long before their requirements will add 
materials to the demand for farm im- 
plements, hardware and other supplies. 


fort, was elected first vice-president, and William P. 
Hall, Louisville, second vice-president. 
Louisville, was reelected secretary and treasurer. New 
members of the executive board to serve one year are 
John Clark, Lexington, and W. C. Engle, Hazard. It 
was decided to hold the 1926 convention at Louisville. 

President Wallace, in opening the convention, paid 
tribute to the 30 dealers who founded the association 


J. M. Stone, 


25 years ago. He sketched briefly the progress of the 


Coal miners are operating more and 
steadier, and while the strike in west- 
ern Kentucky field has affected a few 
counties, other fields are profiting by 
their loss and are increasing production 
daily.” 

Rivers Peterson, editor, Hardware 
vetailer, stressed the element of danger 
as he saw it in the practice among some 
manufacturers and jobbers of sending 
circular matter through the mails in 
such a way that it displayed to the gaze 
of any who might be interested errone- 
ous figures as to the percentage of 
profit which the dealer was supposed to 
make. 

In the question box discussions most 
of the dealers testified to the serious- 
ness, in their own individual communi- 
ties, of the competition offered by mer- 
chants of other lines who stocked a few 
lines of hardware and used them as 
leaders. Particular complaint was 
made against the retail druggists in 
this connection. 





organization and followed with his annual address, 
which in part follows: 


On Cut Price Competition 


Julius Sleuter, Louisville, stated that 
while he did not relish drug store com- 
petition, he felt that any hardware man 
could buy as cheaply as any druggist 
and should be able to buy at cheaper 
prices and thus be in a position to beat 
any cut price competition. 

Paul J. Stokes, from the statistical 
department of the National Retail 
Hardware Association, used some very 
interesting charts in his discussion, one 
of which showed the rise and fall of 
business conditions during the past 135 
years. The record as shown on this 
chart indicated that business moved 
with wavelike regularity, the time re- 
quired to reach the crest being about 
twenty-five years and the interval be- 
tween the quest downward to the cross 
being about thirty years. According to 
Mr. Stokes, if history is to repeat itself, 
and he stated that a great many emi- 
nent students of the situation believed 
that it would, that we were facing a 
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gradual decline in business activities 
that will be characterized by falling 
prices and keen competition. 

In spite of the rather pessimistic 
showing made by his charts, Mr. Stokes 
was optimistic as to what the imme- 
diate future held in store. He said 
that he believed that 1925 would be a 
relatively good business year as far as 
the hardware retailer was concerned 
and that hardware sales should average 
from 5 to 10 per cent larger than in 
1924. He also said that the degree of 
improvement would depend entirely 
upon the individual retailer. 


Factors of Prosperity 


Mr. Stokes emphasized his prophecy 
of prosperity for the coming year, 
pointing out the following factors: 1. 
A greater purchasing power of the 
farmer. 2. The ironing out of many 
serious maladjustments created by the 
war, for example, the narrowing of the 
spread between prices for the various 
groups of commodities. 3. The return 
to normal conditions in several sections 
of the country which have been se- 
verely depressed, naming in particular 
the northwestern States of the Dako- 
tas, Minnesota, Montana, Nebraska, 
Kansas and Oklahoma. 4. Stocks of 
goods are not excessive; during most 
of 1924 production ran below consump- 
tion and greater manufacturing activ- 
ity became necessary to meet the de- 
mand for merchandise. 5. The buying 
power of wages is as high as any time 
in history; this has resulted from the 
greatly increased wage scales and in 
the cost of living. 6. Money is plentiful, 
business men can secure credit at low 
interest. 7. Europe is getting back on 
its feet, returning to same economic 
policy; this is increasing the demand 
for our farm products and other raw 
materials. 8. The clearing of the politi- 
cal atmosphere by the election has im- 
proved business sentiment. 

Howard J. Weishaupt of Cleveland, 
Ohio, a merchandising expert, brought 
to the Kentucky hardware dealers his 
experiences as a small town merchant, 
a soldier and a keen observer of human 
nature. It was Mr. Weishaupt’s advice 
that the time was ripe for the merchant 
to quit studying his goods to the exclu- 
sion of a study of his customer. In 
other words, to study the people in your 
community and learn to anticipate their 
wants rather than to stock your store 
with merchandise which you hope they 
will eventually come in and buy. 


Better Displays—Cleaner Stores 


He also made a plea for better win- 
dow displays and more attractively 
arranged and cleaner stores. He ac- 
cented the idea that customers coming 
into the store were in reality invited 
guests and should be treated as such. 
He made the statement that people will 
not do business with you if they don’t 
like you, and urged the dealers to use 
every possible method to cultivate their 
customers and prospective customers, 
and pointed out that it was possible to 
form the habits of your community in 
regard to the use of home and farm 
equipment. 


Darrah’s Talk Broadcast by Radio 


As a final feature Dave E. Darrah of 
Charles City, Iowa, was the speaker on 
the last day. Later in the afternoon he 
gave practically the same speech over 
the radio to the farmers of Kentucky 
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and adjacent States through the broad- 
casting station of the Lowisville Courier- 
Journal. Mr. Darrah stated it was his 
belief that retailers in general and 
hardware and implement dealers in 
particular are largely to blame for let- 
ting the consuming public get a wrong 
impression of their business, and that 
the time had come to put hardware 
and implement business on a higher 
plane. 

He called upon the dealers of Ken- 
tucky to educate the farmers in their 
individual communities to an apprecia- 
tion of the prime importance of agri- 
culture and the absolute need of equip- 
ment to raise that agriculture to the 
highest point of efficiency. 

He stated that it was the duty of 
every man present to go back home 
and study and pass information on to 
his farmers that would tend toward a 
cheaper production of crops. He de- 
cried the action of bankers in many 
cases of loaning money for financing 
luxuries and at the same time refusing 
farmers financial help in the matter of 
— farm equipment, cattle and the 
ike. 

He defined service in business “as the 
rent we pay for the space we occupy 
in the world,” and stated that it was 
the need of a community and not the 
price that moves merchandise. 


, Darrah Optimistic Also 


Mr. Darrah added his share to the 
general optimistic note of the conven- 
tion by pointing out the greatly re- 
lieved condition surrounding agriculture 
in the United States, and particularly 
in the wheat country of the Northwest, 
which just a year ago was practically 
paralyzed. He cited as an example that 
Dickinson, N. D., a small agricultural 
center, had absorbed in the past six 
months 120 automobiles averaging a 
cost of $1,500. He stated that accord- 
ing to Government statistics the re- 
placement needs alone affecting items 
of farm equipment now on the farms 
would require an expenditure of $1,000,- 
000,000 yearly for the next nine years 
to place the farms of the country on 
a plane of high efficiency, and he added 
that each dealer go home and study 
the replacement demand in his own 
community. 

By means of a large chart Mr. Dar- 
rah brought to the attention of the 
Kentucky dealers the average division 
of each dollar spent for the farmer. 
In 1924 division was as follows: Food, 
19c.; fertilizers and feed, 9c.; taxes, 
10c.; education, recreation, 6c.; house- 
hold supplies, 4c.; farm equipment, 3c.; 
investment, 2c.; clothing, 15c.; interest 
on indebtedness, 9c.; payment on in- 
debtedness, 6c¢c.; automobiles and up- 
keep, 9c.; radio, phonographs and jew- 
elry, 4c.; building supply, 4c. In com- 
menting upon the chart, Mr. Darrah 
stated that through Government propa- 
ganda and the education at the various 
agricultural colleges, the farmer was 
gradually being sold on the advantages 
of diversified farming, with the result 
that farmers were beginning to raise 
a larger share of the food for their own 
consumption. He pointed out the incon- 
gruity of the farms of the United 
States, the biggest food factory of the 
world, spending one-fifth of their money 
for food. He stated that a large pro- 
portion of the 19c. average now spent 
for food which would be released in 
the future through diversified farming, 
and should and could be expended for 
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more and better farm equipment, bring- 
ing up the average of 3c. now spent. 


More Radio on Farms 


He also pointed out the fact that of 
the 4c. spent for radio, phonographs 
and jewelry, the major portion was 
spent for radio, and that it was the 
prediction of the radio manufacturers 
of the United States that this coming 
year this 4c. would be doubled. He said 
that he hoped to see the day when every 
farm in the country was equipped with 
a radio receiving outfit and he urged 
dealers to study the situation and aid 
in the distribution of this equipment. 

In closing Mr. Darrah said that the 
farmers of the country had in the past 





J. M. Stone, secretary 


few years formed a habit that they 
would not buy and that it was up to 
the dealers to carefully seek out a 
knowledge of the requirements of their 
own communities and, while he thought 
that 1925 would be one of the most 
prosperous years we have had for some 
time, it would be a failure for any 
dealer who is merely content to sit still 
and wait for business to come to him. 

At the session of the second day offi- 
cers for the ensuing year were elected. 

On the noon of the second and third 





John R. Sower, 
first vice-president 


days get-together luncheons were held 
respectively at the Seelback and Wat- 
erson Hotels, tickets being furnished 
each dealer by the association. These 
luncheons were strictly informal and 
were more of a nature of a get-together 
and get-acquainted proposition than 
they are for business discussions. 
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R. S. Kuykendall, new presi- 


Charles P. Moore, retiring 


Walter B. Wilson 


dent president 


Predict Good 1925 Business at 
W. Virginia Convention 


Mail Order House Competition, State Gross Sales Tax and Child Labor 
Amendment Discussed at Clarksburg Meeting— 
R. S. Kuykendall New President 


rRNHE nineteenth annual convention proved to be 
the biggest in the history of the West Virginia 
Hardware Association. It was held at Clarks- 
burg, Jan. 20 to 23, with headquarters at the Waldo 
Hotel. President Chas. P. Moore, Ravenswood, pre- 
sided. 

The State gross sales tax and Federal amendment 
relative to child labor were denounced by W. H. Pir- 
rung, Williamson. Suitable resolutions covering these 
points were passed. Better business for 1925 was 


generally predicted at the convention. 

R. S. Kuykendall, Moorefield, was elected president, 
James C. Fielding, Charleston, vice-president, and 
Homer E. Drane, West Union, second vice-president. 
James B. Carson, Dayton, Ohio, was reelected secre- 
tary-treasurer. 

In his annual address President Moore predicted bet- 
ter business conditions during the coming year and 
commented on the very apparent increased interest be- 
ing shown in the State convention. In part he said: 











“Looking back over the business of 
1924 it is probable that it has not been 
as prosperous with West Virginia 
hardware dealers as a number of for- 
mer years. This may be accounted for 
in part by the depressed condition of 
agriculture and mining, both very large 
factors in business in this State. Then 








a presidential campaign seems to al- 
ways have an unfavorable effect on 
trade. 

“Happily, however, the farmer is now 
receiving a higher price for his prod- 
ucts; prices that are nearer in line with 
what he has to pay for building ma- 
terial, implements and other needed 


supplies; prices that enable him to pay 
his old accounts and buy more liberally 
for his needs. Mining is also looking 
up, with prospects of being better. 
“The best general business barom- 
eter is iron and steel. This industry 
has been through severe depression 
which seems to be passing. It is now 
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operating at about 75 per cent of 
capacity with every indication of in- 
creased activity. Railroads are placing 
fairly large orders, agricultural imple- 
ment manufacturers will have a larger 
output for 1925 than for several years, 
and automobile manufacturers estimate 
a demand for about 3,500,000 cars. 
This all calls for large amounts of 
metal in the different forms. It also 
adds materially to the demand for coal. 





James B. Carson, 
secretary 


Hardware men will reap a part of the 
benefit of this increased business ac- 
tivity, so let each one of us go after the 
largest possible business. We will land 
a good part of it and have the satisfac- 
tion nf knowing we have done our best. 

“* * * It has to a great extent done 
away with the senseless cutting of 
prices just to keep the other fellow 
from making a sale. It has impressed 
upon us the fact that our services are 
an asset to the community and that we 
are entitled to a reasonable compensa- 
tion. If we cannot make a profit on 
the sale let the other fellow have it. 
No one of us can do all the business.” 

Discoursing on the value of organiza- 
tion and cooperation as well as report- 
ing progress made by the organization 
the last year, James B. Carson, secre- 
tary-treasurer, made his annual report. 
Mr. Carson told of the meetings at- 
tended, of the district organizations 
formed at Clarksburg, Wheeling, and 
Charleston, as well as gatherings held 
at Cumberland and Huntington. His 
financial report, as submitted by the 
auditor, showed the association to be in 
good financial condition, and this report 
was unanimously adopted. 


HARDWARE AGE 


W. H. Pirrung, of Williamson, chair- 
man of the legislative committee of the 
association, launched the verbal on- 
slaughts on the gross sales tax and the 
increase recommended for it, as well as 
the twentieth amendment to the Con- 
stitution. He declared that the gross 
sales tax paid in 1923 was $2,300,000, 
of which hardware and affiliated busi- 
nesses had paid $720,000, going further 
to declare that this State tax on the re- 
tailer in two years had been increased 
seven and a half times. He stated that 
definite and comprehensive plans have 
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lems, Herbert P. Sheets, secretary- 
treasurer, N. R. H. A., told the mem- 
bers. 

In part Mr. Sheets spoke as follows: 

“Because the retailer performs the 
final function in the distribution of es- 
sential commodities, and because he is 
the only link in the distribution chain 
with which the public is in constant 
contact, it is not surprising that, in the 
current general discussion of this sub- 
ject, he should be thought largely re- 
sponsible for the leaks which are sup- 
posed to afflict distribution. 





A partial view of the exhibition floor 


been made for a fight in the legislature 
and expressed contidence that the taxa- 
tion question would be regulated, so the 
State could get new industries and en- 
courage its present ones. 

The child labor amendment, Mr. Pir- 
rung said, he opposed emphatically and 
he expected to appear before the reso- 
lutions committee and ask a resolution. 
He declared that it borders soviet op- 
pression as well as concentrating au- 
thority in the Federal Government and 
gave numerous other reasons for his 
opposition. Forty-one States, he said, 
prohibit child labor up to the age of 16 
and he believes the States were amply 
competent to handle the subject. 

L. P. Souders, prominent local mer- 
chant and a member of the executive 
committee of the West Virginia Coun- 
cil of Retail Merchants, spoke at some 
length on the value to the merchant of 
an understanding, not only of his 
wares, but of the public attitude. 

The sales tax was characterized by 
Mr. Souders as _ objectionable from 
many angles and he declared the in- 
dividual merchants should do what they 
could to familiarize their own legisla- 
tors with its iniquities. 

Cooperatien will solve many prob- 
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A paper on simplification prepared 
by Douglass B. Williams, Williams 
Hardware Co., Clarksburg, was read by 
Secretary Carson. Unfortunately, Mr. 
Williams was confined to his home with 
illness. The gist of this paper follows: 

Prof. E. D. McGarry, West Virginia 
University, declared that the educated 
man today is the man who knows his 
job. He told of some of the work of 
the university of interest to business 
men and dwelt briefly on the mail order 
house. 

About 400 attended the annual ban- 
quet, with Llew S. Soule, editor of 
HARDWARE AGE, as the principal speak- 


er. His topic was “You and Your 
Problem.”’ 
“When a man becomes indifferent 


with his business, the world mighty 
soon becomes indifferent with him,” 
said Mr. Soule, following this up with 
classifications of the different types of 
men to be in business. “The vital part 
of business,” he declared, “is the human 
element,” pointing out that in the fu- 
ture merchants will have to make their 
stores their “business homes” if they 
are to keep up with competition. ‘“‘Peo- 
ple like to trade with individuals, not 
stores or corporations,” 





Virginia Hardware Association, Clarksburg, Va., Jan. 20-23 
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“Glorified Peddler Discussed 
at Texas Convention 


J. D. Martin Elected President at 27th Annual Convention of Teras Hardware and 
Implement Ass’n—Dallas Selected as Permanent Convention City 


Hardware and 


HE twenty-seventh annual convention of the 
[texas Implement Association, 

he!ld at Dallas, Jan. 20 to 22, reelected all officers. 
Dallas was selected as the permanent convention city 
A constitutional amendment 
eliminated the offices of second and third vice-presi- 
dents; the two members having held these offices were 


for the organization. 


placed on the board of directors. 


In the question box section a discussion, “What 
Shall Be Done About the Peddler?’ based on the cam- 
paign against this menace inaugurated by HARDWARE 
AGE, developed considerable general interest, indicat- 


The convention ratified the work of 
the board of directors in affiliating with 
the Texas State Retailer Council. This 
council came into being during the past 
year, and is starting out to do a good 
piece of work. The code of ethics com- 
mittee made a progress report and 
asked for more time, which was given 
to them. 


Grievance Committee Formed 


As a result of the mu'titude of com- 
plaints coming to the secretary’s office, 
as well as being always present in the 
question box, the association in execu- 
tive session on Wednesday afternoon 
appo‘nted a grievance committee, con- 
sisting of Ben Billingsley, Paris, chair- 
man; Walter R. Golden, Iowa Park; 
Will Moore, Waxahatchie; F. W. Bro- 
sig, Navasota, and W. E. Gaylord, 

aco. 

This committee will act on all griev- 
ances brought to the attention of the 
association. 

The convention was opened by an 
address by Pres‘dent Martin, who 
stressed the need of cooperation, not 
only between jobber, manufacturer and 
dealer, but also between local dealers. 
He urged the importance of group 
meetings. He also reviewed the work 
of the past year. 

Secretary Scoates, in his report, told 
in detail of the various association ac- 
tivities during the past year. The re- 
ports showed that the association had 
done a good year’s work and it had 
made considerable progress during the 
past year. 


Hamp Williams Was There 


Hamp Williams of Hot Springs, Ark., 
was the leading speaker of the Tuesday 
morning session. His subject was 
“Sales Promotion.” Mr. Williams urged 
the dealers to talk less to their sales 
help and find means of inspiring them. 
He gave instances from h‘s own experi- 
enee where he had improved sales by 
improving salaries and giving his men 
an interest in his business. 

Following Mr. Williams came Frank 
Cassell, vice-president Belknap Hard- 
ware & Mfg. Co. of Louisville, Ky., 


chants. 


Officers reelected were: 
president; O. B. Hocker, Clarksville, vice-president, and 
Daniel Scoates. secretary-treasurer. The board of di- 


ing that Texas dealers are alive to the fact that the 
unaffiliated house-to-house canvasser is a thorn in the 
side of legitimate, tax-paying, civic-interested mer- 


J. D. Martin, Bryan, as 


rectors includes: John C. Ross, Austin; A. B. Mayhew, 


who talked on “This Country of Ours.” 
Mr. Cassell’s talk stressed the greatness 
of this country as well as each State. 
He had considerable evidence in the 
shape of statistics to back up his state- 
ments. His final admonition to Texans 
was for them to arrange to manufac- 
ture their raw products into the fin- 
ished goods rather than have this done 


in other states. 





J. D. Martin, reelected president 


Cotton is a crop that is grown in all 
parts of Texas, so every hardware and 
implement dealer in the State is inter- 
ested in it and everything that affects 
its welfare. Of recent years the cotton 
plant has been attacked by various 
pests. George A. Maloney, who is con- 
nected with the U. S. Department of 
Agriculture Cotton Pest Laboratories 
at Tallulah, La., was present and dis- 
cussed the subject. He went into de- 
tail regard‘ng the best present-day 
methods of handling all of the pests. 
Coming as they did from the most au- 
thentic source of information relative 
to this subject his remarks were heard 


with considerable interest. 


Uvalde; John T. Day, Hamlin; F. X. Schad, Gaines- 
ville; Carl Monk, Nacadoches; S. L. Randlett, Lan- 
caster; Bland Smith, Bonham; T. L. Whaley, Marshall, 
and T. C. Thompson, Canyon. 


The Bankers’ Viewpoint 


Nathan Adams, president of the 
American Exchange National Bank, 
Dallas, talked to the convention on 
“The Financial Outlook for 1925.” Mr. 
Adams declared that there was no room 
in Texas for the pessimists. He com- 
pared the bank deposits of Texas in 
1904, when the total was $80,000,000, 


with the $700,000,000 shown in this: 


month. He asserted that the period of 
deflation of 1920 had been worth while 
in Texas, as it was e'sewhere, because 
it had taught the bankers and the pub- 
lic alike to use their credit judiciously, 
and to distinguish between the purchas- 
ing power of a nation when its govern- 
ment was buying in war-time and the 
peace-time consumption of its civil 
population. He suggested to the deal- 
ers that they advise their farmer cus- 
tomers not to plant their entire acre- 
age in cotton, but to make their farms 
feed first themselves and their live- 
stock, reserving cottcn as the money 
crop. He declared that the sorriest 
country in the world is the one-crop 
state, and counseled wider diversifica- 
tion. Tax revison was urged as an 
indidental aid to prosperity, and he 
suggested that the convention indorse 
the Mellon plan. 

The feature of the Wednesday morn- 
ing session was an i'lustrated lantern 
slide talk by T. W. McAllister of At- 
lanta, Ga., who had photographs of a 
great many Texas dealers’ stores. He 
used these to show good and bad ar- 
rangement. In many cases he had be- 
fore and after photos. This talk drove 
home, perhaps, as cou!d be done in no 
other way, the necessity of good store 
arrangement, and that often by rear- 
rangement space can be found for goods 
that otherwise would have to be taken 
care of in an add‘tion, at a great deal 
of expense. 


“The Glorified Peddler” 


A large part of the convention ses- 
sions was taken up with the question 
box. In every case the box was in 
charge of a live member who had had 
considerable experience. Among those 
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who had charge were Hamp Williams, 
Hot Springs; A. B. Mayhew, Uvaide; 
Carl Monk, Nacogdoches, and F. X. 
Shad, Gainesville. One of the questions 
that brought out considerable discus- 
sion was “What Shall Be Done About 


the Peddler?” The dealers had been 
reading “The Glorified Peddler” series 


HARDWARE AGE 


in HARDWARE AGE, and were familiar 
with the menace from this source of 
competition, and they were very active 
in telling just how they were handling 
the situation in their locality, if it was 
being handled. Others were anxious 
to know just what could be done. 

The Dallas Hardware and Implement 
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Club and the Texas Jobbers Associa- 
tion entertained those attending the 
convention with a theater party on 
Tuesday night, and a banquet on 
Wednesday night. More ladies attended 
the convention than ever before, and a 
very fine special entertainment was ar- 
ranged for them. 


Merchandising Practices Discussed 
at Indiana Convention 


Harry E. McGee Elected President of Indiana Retail 
Hardware Association, Held Jan. 27-30 


N their Twenty-sixth Annual Convention, the In- 
diana Retail Hardware Association members 
spent four days, from Jan. 37 to 30 inclusive, in 

an intensive study of what they might do during the 
coming year to increase the volume of their sales 
through the practice of modern merchandising ideas. 
Officers elected for the ensuing year were: Presi- 
dent, Harry E. McGee, Winchester; first vice-presi- 
dent, L. W. Slayter, Argos; second vice-president, V. 
J. Barker, Connersville; executive committee, S. G. 
Bartel, Evansville; C. W. Miles, Corydon; Charles 
Bryan, Tipton; delegates for the next National Re- 
tail Hardware Association Convention, Louis Seele, 


Indianapolis; Louis Kindermann, Boonville; Harry K. 
Thomas, Churubusco; A. G. Hayden, Rushville, and 
Homer Hipskimb, Wabash. 

It was a noteworthy feature of the convention that 
the entire program contained only two speakers who 
were not hardware dealers actively engaged in busi- 
ness. On the first day David K. Stewart of Columbia, 
Ind., a banker, gave the hardware men a peep at their 
own stores through the customers’ eyes, and the last 
speaker on the last day was W. H. Farley of the 
National Cash Register Co., Dayton, Ohio, who, as a 
merchandising expert, needs no introduction to the 
readers of HARDWARE AGE. 


The balance of the program was in 
the hands of hardware men, members 
of the Indiana association, who, with 
the assistance of Paul J. Stokes of the 
National Retail Hardware Association 
office, and George M. Gray, president 
of the National Retail Hardware Asso- 
ciation, got down to the fundamental 
ideas which would profitably sell more 
merchandise in their individual stores. 
Various phases of modern merchandis- 
ing were handled by short talks pre- 
pared by different dealers and each talk 





Cecil Miles 


was followed by an open discussion. 
Many of the talks were illustrated with 
stereopticon pictures taken from stores 
throughout Indiana and the whole pro- 
gram was highly interesting and edu- 
cational. 

Lloyd W. Slayter of Argos laid the 
foundation for the subsequent talks in 





his talk on the subject of “Store Per- 
sonality.” He stated that business suc- 
cess depended almost entirely on the 
personality of the store, that store per- 
sonality could be compared with elec- 
tricity and could not be explained ex- 
cept as a phenomenon, we could not 
tell what it was, but we can discover 
and understand some of the laws which 
control it and employ these laws to our 
advantage. He invited the dealers to 
study their own stores through impar- 
tial eyes. He asked the questions 





Harry E. McGee, 


new president 


whether or not the customers found 
their best interests always paramount, 
whether every one is always treated 
courteously, and he urged that in the 
molding of store personality, the clerks 
and other employees of the store to be 
ralled in for questions and suggestions. 

Mr. Slayter was followed by Paul 





Fisher, of Indianapolis, who talked on 
window displays, and his remarks were 
illustrated by _ stereopticon pictures 
showing examples of some good and 
bad windows and it was carefully ex- 
lained to the dealers in attendance 
ow good windows could be obtained 
and the advantages of them. A. G. 
Hayden of Rushville covered the gen- 
eral subject of interior arrangement, 
while S. G. Bartel of Evansville talked 
on advertising. 

full day of the convention pro- 





Louis Seele 


ae was given over to the topic of 

uggestive Selling and different deal- 

ers gave their ideas on the proper ar- 

rangement of display doors, wall cases, 

— cases and small merchandise ta- 
es. 
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Stop That Tribute to the 
“Glorified Peddler 


tions, Novelty News has now joined 

the campaign to correct the evil arising 
from the peddling menace. The follow- 
ing editorial by Frank H. Waggoner, en- 
titled, ““Thoughtless Town” appeared in its 
issue for February. It is well worth read- 
ing and studying. Show it to the editor of 
home papers. 

“Do you know its story and where it is? 
Have you ever lived there? 

“It used to be a splendid town, with its 
broad, shaded streets and well-kept homes, 
its stores that flanked Main Street, its 
lumber yard and its flour mill. 

“Once on a time every tie-rail was filled. 
Then the autos began to appear until the 
horse-drawn vehicles became as unusual a 
sight as the autos had been at first. 

“In those days the stores carried all that 
the community required and it was content. 
Then the lure of the city came and with it 
the things that make up its life, and Main 
Street paled in the glare of Broadway. 

“Back from the city came the city’s mer- 
chandise, not to the stores, but to the homes 


eo G with numerous other publica- 


of the residents, and the town paid tribute 
to the city with the money that was its mer- 
chants’. 

“Into the town, hidden in the mail bags. 
and from all eyes save those of the carriers, 
came catalogs from distant houses, resplen- 
dent in color and prodigal in size, spreading 
out on their printed pages the merchandise 
gathered from home and beyond the Seven 
Seas. And order blanks as quietly went 
back pinned to checks on the home bank. 
and the town paid tribute to the alien firms 
with the money that was its merchants’. 

“Unobtrusively, as one making a friendly 
call, stranger folk, some with and some with- 
out what might be mistaken for suitcases or 
hand luggage, rang the door bells of the 
homes and entered. ‘They were, as they an- 
nounced themselves, ambassadors and 
ministers plenipotentiary from the court of 
the great manufacturers, presenting their 
credentials to those who had been selected 
as worthy of the high honor of being privi- 
leged to buy direct and avoid the tribute to 
wholesaler and retailer as well, and who 
were to enjoy the advantage of making their 
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selections in the comfort and seclusion of 
their own homes. 

“And one of these strangers, being the 
ambassador of a manufacturer of shoes, took 
orders away from the local shoe stores, and 
the town paid tribute to that alien manufac- 
turer with the money that was its mer- 
chants’. 

‘And another, ambassador of a manufac- 
turer of clothing, took orders away from the 
local clothiers, and the town paid tribute 
with the money that was its merchants’. 

“And still another, ambassador of a 


hosiery manufacturer, took orders away 
from the local dry goods stores, and once 
more the town paid tribute with the money 
that was its merchants’. 

“And so they came and sold and took 
tribute in every line. 

“Ere long the stocks of the local mer- 
chants were reduced to the extent of the 
goods bought elsewhere. ‘The tax burden 
laid a heavier hand because the tribute 
money bore no share of the town’s up-keep. 
Civic improvements languished for lack of 
funds. The town had become a vassal.” 


“Letters on the Glorified Peddler’ 


Peddlers Increasing 


Mr. Llew 8S. Soule, Editor 
HARDWARE AGE, 
New York City. 

Your editorial regarding solicitors, at hand. In 
Decatur, a town of approximately 50,000 people, we 
have noticed the large increase in the number of 
house to house solicitors. They will average from 
one to four and five daily at my own house, not only 
people selling direct, but different concerns arriving 
at prospects, taking so-called “surveys.” Several 
automébile concerns have inquired what car we have, 
how long we have had it, radio agents have asked 
if we have radio sets and what kind. Besides the 
solicitors carrying all manner of articles sold by the 
hardware business, we have ladies selling special 
lines of rugs, another one with a line of sweaters and 
gloves, another one selling canned goods from a large 
grocery house. Their number is becoming quite a 
source of vexation to the lady of the house, whom 
they all insist on interviewing, frequently calling the 
housewife from various tasks in remote parts of the 
house when she does not want to be disturbed. I 
think the large number of these solicitors is going to 
be the source of their downfall from the fact that 
they are a general nuisance. In the meantime, if all 
the stores were to feature a neat card stating “No 
solicitors or agents’ many people would gladly post 
them on their steps. It would almost pay the trade 
to give these away, if they could be made from good 
substantial oiled paper. I do not believe there would 
be many houses that would not welcome a means to 
protect them from this bother. 

(Signed) Roy R. WILSON. 
Roy R. Wilson, 
Decatur, Il. 


Bring “Peddler” Before 


Convention 


Mr. LiEw S. Sou.e, Editor, 
HARDWARE AGE, 
New York City. 
We are interested in your articles in HARDWARE 
AGE regarding “The Peddling Evil.” 





There is no doubt that the average hardware dealer 
does not employ strictly modern merchandising meth- 
ods, is unwilling to run special sales and increase in- 
terest in his store as a shopping center and therefore 
invites the peddler into his community. There is no 
doubt that many manufacturers have been forced to 
adopt the peddling method in self-protection because 
of lack of cooperation and loyalty on the part of the 
dealer. A community will usually respond just in pro- 
portion as a hardware store, or any other store for 
that matter, offers adequate stocks properly displayed, 
attractively priced, consistently advertised, with win- 
dows cleaned and trimmed regularly and with cour- 
teous service. | 

At least this would seem to be one step forward in 
combating the evil and unquestionably we would be 
in a better position to encourage help and cooperation 
from manufacturers and through local regulations if 
our own house is kept in order. 


(Signed) R. E. NICHOLAS, Pres. 
Nicholas Hardware Co., 
Oak Park, IIl. 





Oklahoma Hardware and 
Implement Ass‘n to 
Discuss Peddler 


Mr. LLEwW S. SOULE, Editor, 
HARDWARE AGE, 


New York City. 


Dear Mr. Soule: I wish to thank you very kindly for 
your articles relative to the peddler selling goods 
direct to the consumer. I wish to assure you 
that the work you are doing is very much appreciated 
by this association. 


(Signed) CHAS. L. UNGER, 
Secretary-Treasurer, 


Oklahoma Hardware & Implement Ass’n, Oklahoma 
City, Okla. 
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The Traveling Salesman’s Part 





in Distribution 


By Saunders Norvell 


angle of the retail merchant. I will work back 

from the retailer through the salesman and 
the jobber to the manufacturer. Therefore, this arti- 
cle concerns the traveling salesman. If I say some 
rather plain things in the following article, I do not 
wish the traveling hardware salesmen of this country 
to think that I am not a friend of the salesman. I 
carried a grip for ten years myself. I have hired hun- 
dreds of traveling salesmen. I know thousands of 
them today. No man has a greater respect for a high- 
grade, hard-working, intelligent traveling salesman 
than myself. I think all of this almost goes without 
saying, but I find from the correspondence that comes 
to me after writing these articles that I must watch 
my step and draw a few diagrams as I go along; other- 
wise, I will be misunderstood. 

In a brief article such as this, I can only touch upon 
a few things in connection with the modern American 
traveling salesman. If I should attempt to do the 
subject full justice, it would be necessary for me to 
write another book, but do not worry. I have no other 
book in mind. I propose in this article to confine my- 
self to types of salesmen and to avoid details as much 
as possible. 

In studying the traveling salesman, the first thing 
we must realize is that there are two distinct and 
separate classes of salesmen and that these two classes 
must be held clearly in mind in any analysis of dis- 
tribution. 

One class of salesman is the man who goes out to 
open new accounts, to introduce new lines of goods or 
to study the trade and report on sales and buying 
conditions to the Sales Department of his house. Sales- 
men in this class frequently do not take any orders. 
Taking orders is simply an incidental matter. It is 
only a matter of detail. When I was in the jobbing 
business I knew very high-class men representing 
manufacturers who called at regular intervals, talked 
over conditions, made prices, discussed new lines of 
goods, maintained the personal touch between the 
manufacturer and the jobbing house and who were 
not apparently interested in orders. In many such 
cases after arrangements were all made, the orders 
were sent direct to the manufacturers by mail. Very 
often the head of the manufacturing establishment 
himself made these trips. 

I have known other salesmen who would go out on a 
territory, either alone or with the regular salesman, 
to work up new accounts. These men carried complete 
lines of samples, had full authority from their houses 
to establish the proper lines of prices and after they 
had once established accounts, they left it to the regu- 
lar salesman to take the orders. These men were 
more interested in establishing a business on the right 
footing than merely in taking orders. The taking of 


MI: last article on distribution was from the 


— was a mechanical process that followed after- 
ward. 

I have known other salesmen sent out by manu- 
facturers and jobbers, both to domestic territories and 
to foreign countries, simply to study the possibilities 
of these countries for business. These salesmen were 
not expected to send home large orders. They were not 
even seeking orders on their trips, although, no doubt, 
they would not have refused one if it had been offered. 
The main object of their work was to report to their 
concerns about the demand for the goods on the ter- 
ritory, the possibilities for trade, the prices and other 
conditions necessary to establish trade relations. 

I knew one salesman of this kind who made a trip 
around the world. He was absent several years. I 
had the pleasure of reading his trade reports on the 
various countries he visited and the information he 
gave was exceedingly valuable. 

The above types represent, no doubt, the very high- 
est form of selling ability, and the curious thing is 
that probably the best salesmen in the world seldom 
or never ask for or accept an order. There is no doubt, 
however, that the work of these men is not only neces- 
sary but when they are intelligent and have good judg- 
ment, their size-up of the business in a territory or in 
a country often saves large sums of money in heading 
off misdirected sales effort. 

Next, we take up the study of what is known as the 
regular salesman. Some of these regular salesmen 
have the qualities of mind and the selling ability of 
the salesmen referred to in the first class. 

The enormous amount of work in selling goods that 
is done by some of these regular salesmen is astonish- 
ing. I know hardware salesmen calling on small retail 
trade and general merchants and selling goods in frac- 
tions of a dozen, whose sales approximate $200,000 per 
annum. These salesmen not only sell goods but in 
many cases collect slow accounts, settle claims and keep 
up an endless amount of correspondence with their 
houses. I take off my hat tothem. They are the hard- 
est workers in business. They work night and day and 
holidays. They earn their salt and incidentally, their 
cost in the scheme of distribution is lower than that 
of any other class of salesmen. Naturally, such men 
enjoy the entire confidence of their trade. Naturally, 
they must work very rapidly. Naturally, when they 
recommend goods, the goods are bought. Naturally, 
they must systematize their trips and every hour of 
their time so there is no lost motion whatever. These 
men, howecer, are order-takers and belong to the class 
of order-taking salesmen because that is what they do. 

Now we come to another form of order-taking sales- 
man. He takes orders for from $35,000 to $50,000 per 
annum. He does not develop. He does not remember. 
He either was never posted on his lines of goods or 
he has forgotten what was told him. He may be nice- 
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looking. Frequently they are. He may dress well. 
When he writes on the hotel register, he may have 
every appearance of a salesman but, as a matter of 
fact, he is a Class A moron. When the United States 
Army went to France, the boys were given intelligence 
tests. The records of these tests indicate that 70 per 
cent of the boys who went over had the intelligence of 
a child of 14 years or less. This is a matter of record. 
See the book, “Human Efficiency and Levels of Intel- 
ligence,” by Henry Herbert Goddard. 

Let me say right here that I am not writing this 
article to blame salesmen of this class. It is not their 
fault that they are morons. I do blame the manu- 
facturers and the jobbing houses who send out morons 
to take up the time of the retail trade. 

If you write these morons a General Letter about 
their lines they never read it. If they do read it 
they do not remember what you are writing about. 
If you doubt this statement, pick out some of your 
Class A morons on your own salesforce, call them into 
your office and ask them a few questions about all 
of your General Letters and sales bulletins you have 
taken so much pains to send out to them the previous 
month. You will find these morons will not remember 
10 per cent of what you have written. As far as 
they are concerned, you might as well throw your line 
of samples and all your selling literature out of the 
front door into the street. It is wasted on them. 
This class of salesmen are crowding our trains and 
our hotels. Of evenings you can see them with their 
lower lips hanging at the movies. If you wish to 
go down into the jazz room in the basement of some 
of our standardized hotels you will find these morons 
jazzing, with an expression on their faces which looks 
as if they had just taken a deadening narcotic. 

These morons are the alleged salesmen who make 
life a burden to retail merchants. They do not know. 
They cannot remember. They cannot even write an 
order straight. They send in orders without numbers 
or sizes. They make mistakes on prices. They enter 
the name “Smith & Jones” when the firm is “Jones 
& Smith.” They write “Smith & Company” and then 
enter, under the name, the name of the last town 
they visited. They often do not even know they are 
in another town. I write feelingly about these Class 
A morons because they have added many years to 
my life! 

In the scheme of selling distribution this is where 
the heavy loss lies and, allow me to repeat, the fault 
is not with them. The entire fault is that of the 
sales manager who hires them, because he does not 
take the time and trouble to size up their intelligence 
and properly classify them. 

Every clerk thinks he can be a salesman. He does 
not know what real salesmanship means. I am re- 
minded of the story of the farmer boy who came to 
the Board of Elders and said: “Last night in a dream 
I saw two letters of fire in the sky. These letters 
were ‘P. C.’ I interpret them as meaning ‘Preach 
Christ.’” The Board of Elders said, “All right. 
Stand up and preach.” When he had finished, one of 
the elders kindly put his hand on the young man’s 
arms and said: “My dear son, you made a mistake 
in interpreting those letters of fire. ‘P. C.’ did not 
stand for ‘Preach Christ.’ It stood for ‘Plough 
Corn!’ ” 

The entire country, from the Atlantic to the Pacific, 


from Canada to the Gulf of Mexico—is infested with 
thousands of these morons stopping in hotel rooms 
with baths, traveling on Pullman cars, making dates 
with fair ones in every town, running up high ex- 
penses, losing their grips, mischecking their samples, 
falling behind their schedules, running short of ex- 
pense money, trying to borrow money from hotel 
clerks and customers and doing just about everything 
that can be done to gum up and clog the wheels of 
commerce. 

Then there is another class of salesmen who are 
exceedingly expensive. I refer to the old-timer who 
“knows it all.” This class of salesmen move regu- 
larly from house to house. They are always chang- 
ing their jobs. They are good talkers. They are very 
impressive. You like them. They sell themselves to 
you. You put them on the payroll and then they 
take a vacation. Time after time I have hired such 
salesmen and I have wondered how they could help 
selling goods. I have often wondered what they did 
with themselves when they got out on the road. I 
was sure if they would only propel themselves into 
a customer’s store and talk to the customer as they 
had talked to me, they would be certain to get orders, 
but somehow, after they left my office, something hap- 
pened to them. This to me is one of the mysteries 
of my long experience in selling. I have never known 
why some of these veterans kept from selling goods. 

Now, in the analysis that is being made in all lines 
of distribution the salesman is being weighed as never 
before. Manufacturers and jobbing houses are al- 
most having their backs broken by the cost of sales- 
men’s salaries and traveling expenses. Hundreds of 
merchants all over the country are asking: “Are 
salesmen necessary? If they are necessary, are so 
many of them necessary?” The pointed question is 
being asked: ‘“Couldn’t we get along with fewer 
salesmen and better salesmen?’ The question is 
being asked: “Why do houses send out these Class A 
morons?” Jobbers are saying to manufacturers: “We 
must have better discounts to distribute your goods.” 
Manufactures are saying in reply: “All right. If 
we give you these discounts, will you attend to the 
distribution?” Frequently they give the necessary 
large discounts to the jobbers and then, if the item is 
not a staple one, if it is not backed up by national 
advertising, if it is not called for by the merchants 
themselves, the Class A morons traveling for the 
jobbers never show a sample and never talk about the 
quality of the goods—no matter how superior the 
quality may be or how profitable an item it may be 
for the retail merchant. Hundreds of manufacturers 
are stating frankly that they cannot depend upon the 
jobbing trade to distribute their goods. They would 
rather give the jobber just a small discount on their 
lines, not expect them to do anything but warehouse 
and fill orders for the goods, and then these manufac- 
turers would train and put out their own salesmen 
to sell these goods to come through the jobber. How- 
ever, it is evident that when they must do this work 
themselves they are not going to give the jobber a 
very large profit merely for acting as a warehouse. 
It cannot be expected of them. 

If the average jobber’s salesman could hear what 
is said about him by some of the leading advertisers 
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CURRENT NEWS 





A. D. Clinch, Chairman of the Board 


Lawrence Elected President, Underhill, Clinch 
& Co.—Cook Is Vice-President and 
Tolley New Secretary 


At the annual meeting of stockhold- 
ers of Underhill, Clinch & Co., 
White Street, New York City, hard- 
ware jobbers, Alfred D. Clinch, for- 
merly vice-president, was elevated to 
the position of chairman of the board. 
Herbert ‘Lawrence becomes president 
and treasurer, succeeding the late 
Fred E. Underhill, whose death oe- 
curred in January. . Edgar A. Cook 
was elected vice-president and assist- 
ant treasurer, and George Tolley was 
elected ‘secretary. 

Directors elected are Alfred D. 
Clinch, Herbert Lawrence and Harold 
H. Bowman. Mr. Bowman is executor 
of the estate of Frederick E. Under- 
hill and represents the heirs. 

Underhill, Clinch & Co. is one of the 
oldest hardware jobbing concerns in 
New York City. The original predeces- 
sors were Sullivan, Hyatt & Schafield, 
who were established in 1856, succeeded 
by William F. Hyatt, who in turn was 
succeeded in 1876 by Spencer & Under- 
hill. On Jan. 1, 1885, the firm became 
Underhill, Clinch & Co., members being 
Edgar Underhill, father of the late 





Fred E. Underhill; Alfred D. Clinch 
and William W. Glover. The senior 
Mr. Underhill died in 1904, and the 
firm was incorporated with Fred E. 
Underhill as president and treasurer, 
and Mr. Clinch as vice-president and 
secretary. 

Mr. Clinch entered the hardware busi- 
ness in 1868 in the employ of Hart, 
Bliven & Mead, for whom he traveled 
in Indiana and Ohio. He remained with 
this company until Jan. 1, 1877, and 
then entered the employ of Spencer & 
Underhill as a salesman. 

Mr. Lawrence came to Underhill, 
Clinch & Co. as a clerk in 1888, and 
for a long time has been salesman and 
store manager for the company. His 
father, Irving G. Lawrence, was for 
many years assistant to Peter Mc- 
Cartee, vice-president of Stanley 
Works, New York office. 

Mr. Cook joined the company as an 
office boy in 1894, and for many years 
has been credit man and cashier. 

Mr. Tolley also came as an office boy 
in 1890, and has assisted Mr. Clinch in 
the buying and correspondence. 





Llew S. Soule Will Address 
Credit Men March 26 


Liew S. Soule, editor HARDWARE 
AGE, will be the principal speaker at 
the third annual dinner of the Hard- 
ware and House Furnishing Credit 
Men’s Association of New York, to be 
_ at the Hotel Pennsylvania, March 


This organization has _ recently 
adopted the standard credit question- 





naire form to be used throughout the 
metropolitan area by all members. It 
is believed that the use of this form 
will facilitate credit matters greatly. 


L. R. Stoy Dead 


Lewis R. Stoy, 67 years of age, for- 
merly a hardware dealer of New Al- 
bany, Ind., across the river from Louis- 
ville, died at Chicago, the remains 
being brought back to his old home at 
New Albany for interment on Jan. 23. 








Help Dealers Sell Goods 
Watts Tells Boosters 


The new salesman does not stop at 
selling merchandise to dealers, but 
teaches dealers to sell more goods, 
Frank E. Watts told the New York 
Hardware Boosters, Jan. 31, at the 
Hardware Club, New York City. Mr. 
Watts is editor and manager of Elec- 
trical Goods, a monthly publication, the 
first issue of which will be issued as 
supplement to HARDWARE AGE, issue of 
Feb. 26, 1925. 

Mr. Watts urged the boosters to help 
dealers improve the details of the re- 
tail hardware business. He told them to 
consider that the retail business has 
four main divisions, which are buying, 
selling, accounting and service. Charts 
were used to illustrate these and other 
points in the talk. Speaking on the 
worthlessness. of many dealers’ helps 
Mr. Watts said salesmen should be 
consulted in the preparation of material 
which is supposed to help the salesmen’s 
customer sell more goods. 

Past Chief Booster Seymour Sears, 
who was recently made a charter mem- 
ber of the Nutmeggers, a kindred or- 
ganization in Connecticut, commented 
very favorably on an article in HArp- 
WARE AGE, entitled “What I Like and 
Dislike About Traveling Men.” The 
story appeared in the issue of Jan. 29, 
and was from a talk by John W. Val- 
entine, president Wilson Hardware Co., 
Boulder, Colo. Mr, Sears read the en- 
tire story to the members, who unani- 
mously endorsed it by ballot and in- 
structed the secretary to send a letter 
of appreciative approval to Mr. Valen- 
tine. 

Secretary Oscar Benson read a letter 
from Booster Charles Downes, Pacific 
Coast editor HARDWARE AGE, in which 
Mr. Downes sent his greetings and 
best wishes to the members. It was 
voted to keep Booster Downes posted 
on the work of the organization. 
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Paint Outlook Very Good 
President A. S. Butler Tells 
McDougall-Butler Co. 
Convention 


The outlook for the paint and varnish 
industry of 1925 is exceptionally fine, 
President A. S. Butler told the “Sales- 
manship Perspective” convention, held 
by the sales staff of the McDougall- 
Butler Co., Buffalo, N. Y., paint manu- 
facturers. Mr. Butler expressed gratifi- 
cation with the increase of business ex- 
perienced in 1924. The Hotel Buffalo 
was headquarters for the salesmen from 
out of town territories, and for the con- 
—— which was held Jan. 26, 27 and 


The entire sales force inspected the 
company’s plants and held informal 
conferences with production and office 
executives. Advertising plans for 1925 
were covered in detail in an address 
made by H. C. Menagh, advertising 
manager. James Wallen, copy writer, 
and advertising counsel for the com- 
pany, led an informal discussion on Mc- 
Dougall-Butler Co. advertising and on 
general advertising principles. 

Afternoon sessions were presided 
over by M. N. Graves, vice-president. 
President Butler presented his views 
on “Salesmanship Perspective.” . Papers 
were presented by H. B. Fitzgerald, C. 
B. Rich, H. K. Wenrick, H. G. Miller, 
H. Vernon Smith, A. E. Wengrovius 
and G. C. Manson. 

At the formal banquet which con- 
cluded the three-day convention Presi- 
dent Butler voiced his admiration for 
the achievements of the save the sur- 
face campaign and the clean up and 
paint up movement. Entertainment was 
provided. E. P. Butler and C. ; 
Simms, of Cleveland, Ohio, were guests. 





Schow Elected President 
Texas Hardware Mutual 


O. E. Schow, Clifton, has been elected 
president of the Texas Hardware & 
Implement Mutual Fire Insurance Co. 
A. L. Smith, Hillsboro, has been elected 
vice-president; A. E. Burns, Dallas, sec- 
retary, and J. Paul Kelly, Dallas, treas- 
urer. These officers, with Bland Smith, 
Bonham; T. H. Jones, Waxahachie; 
Avery Dowell, McKinney; S. L. Rand- 
lett, Lancaster, and Sam Crowther, San 
Angelo, comprise the board of directors. 





Nutmeggers Will Meet on 
February 18 


The Nutmeggers, an organization of 
hardware salesmen who travel the State 
of Connecticut, will hold their next 
meeting at the Hotel Burritt, New Brit- 
ain, Conn., Wednesday evening, Feb. 
18. The meeting will be preceded by an 
informal dinner. 

Officers will be elected at this meet- 
ing and the charter membership roll 
closed. It is understood that all mem- 








bership applications received on or be- 
fore this meeting will entitle the ap- 
licant to be rated as a charter mem- 
er. Applications with $5 should be 
sent to Linford C. White, Box 1029, 
Waterbury, Conn. 


Chancellor, Vice-President 
Union Furnace Mfg. Co. 


Charles B. Chancellor has joined the 
Union Furnace Mfg. Co., Inc., Altoona, 
Pa., in the capacity of vice-president 





Charles B. Chancellor 


and sales manager. For twelve years 
Mr. Chancellor was a sales representa- 
tive of the Baldwin Tool Works, Park- 
ersburg, W. Va. 

The Union Furnace Mfg. Co. manu- 
facture the Black Arrow line of corru- 
gated coal shovels. 


Philadelphia Retailers and 
Manufacturers Hold 
Banquet 


In an atmosphere of good fellowship, 
a spacious room tastefully arranged 
with floral decorations and inspiring 
vocal music from the famous Madrigal 
Chorus, the Philadelphia Hardware 
Merchants’ and Manufacturers’ Associ- 
ation celebrated their thirty-ninth an- 
nual banquet, on the evening of Feb- 
ruary 5, the new Benjamin Franklin 
Hotel. From the Invocation by Rev. 
Edward Yates Hill, D.D., all through 
the well balanced program to the end 
where the flowers were presented to the 
ladies, there was continued evidence of 
the planning and time devoted by the 
efficient committee consisting of John 
M. Williams, Chairman; James S. Bon- 
bright, E. C. Griswold, William B. 
Munroe, Joseph J. McCaffrey, W. E. 
Dowler, W. H. Roberts, Jr., Paul A. 
Griffith, F. J. Semple, E. J. McAleer, 
be Horace Disston and T. James Fern- 
ey. 

President, S. Horace Disston exer- 
cised the usual toastmaster’s preroga- 
tive and digressed from the recognized 





list of speakers when he electrified 
those present by calling on Henry Ford 
to stand up and give his views on 
general business conditions. All 
awaited with bated breath for Henry 
to respond especially as Mr. Disston 
stated emphatically that Henry’s car 
was outside. Mr. Disston introduced 
Hon. John M. Patterson as the next 
Governor of Pennsylvania which 
seemed to strike a responsive chord. 
Judge Patterson spoke on “The Hard- 
ware Business from My Viewpoint,” 
He said that truly he did not know 
anything about the hardware business 
and furthermore that “most of the men 
that judges talk to believe in short 
sentences.” He paid a tribute to the 
honesty of the men engaged in the 
hardware business and of how hard- 
ware is intimately related with about 
everything used by the human race. 
He spoke of the historical records of 
hardware and how from the earliest 
days some kind of hardware has played 
a part in every great human event. 
Mr. T. James Fernley, on behalf of the 
Supplee-Biddle Hdwe. Company, pre- 
sented Judge Patterson with a re- 
frigerator saying—“This is an excel- 
lent place to put political ambition”— 
to which the Judge laughingly replied 
—‘Yes but I hope it does not get 
frozen when it is time to bring out.” 

Edward J. Cattell of the Phila- 
delphia Chamber of Commerce spoke 
on happiness, he said—‘“Happiness can 
only be acquired by making someone 
else happy. Instead of the erroneous 
idea that the world owes us a living 
we are coming to the feeling that I 
owe the world a life. The best thing 
a man can do who boasts of his an- 
cestors is to go and join them. Be 
an ancestor yourself—do something 
worth while now and for posterity. 
We have during the last year done 
more to stabilize society than has been 
done in the last twenty years. We 
have great crops to meet a ten-year 
appetite in Europe and are loaning the 
money needed to buy those crops. 
Europe is under tlie lash of pecesgity 
idoking down—we in America have the 
blessing of unbounded opportunity and 
are looking up. Think of what can 
be developed from waste. The South 
paid for the removal of cotton waste 
in bygone years but now cotton seed 
alone has made millionaires. A thou- 
sand million dollars has been taken out 
of arid lands where in the year 1860 it 
did not produce a cent. The past was 
good—we are living and enjoying the 
best today and the future will be even 
better. Thank God for life and lets 
play the game fair.” 

Roy Soule, spoke on “The Greatest 
Day in the World.” He called atten- 
tion to the great days of personal pride 
and enjoyment, to the great days of 
national value, to the days of labor 
and the days of reward. He called 
upon the men who sell for a greater 
vision of keeping the wheels of indus- 
try turning for the benefit of the entire 
country because the selling men have 
more to do with the future success of 
this country than do any other class. 
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House Displaces Senate Postal Bill with 


Drastic Measure 


After Rejecting Senate Bill House Frames New Postage 
Schedule Raising $61,000,000 Additional Revenue 


WASHINGTON, Feb. 9, 1925. 
N amazing kaleidoscopic shift has 
taken place in the situation re- 
~ Specting the bill in Congress 
which proposes to boost postal salaries 
approximately $70,000,000 and to raise a 
large part of the necessary funds by 
increasing the postage rate on the 
people’s reading matter. A week ago 
this bill, materially amended during its 
consideration, was passed by the Senate 
only to be returned by the House with 
the sharp admonition that under the 
Constitution of the United States the 
House alone has authority to originate 
revenue legislation. 

The weeks of labor devoted to this 
serious problem by the Senate in com- 
mittee and on the floor thus became a 
total loss. Mindful of its responsibil- 
ities in the premises, however, the Post 
Office Committee of the House has has- 
tily cobbled together a bill of its own 
which is likely to be the subject of de- 
bate on the floor by the time this issue 
of HARDWARE AGE reaches its readers. 


Fate of Bill Uncertain 


With less than three weeks of the 
present session remaining it is exceed- 
ingly problematical whether the House 
bill can be passed before adjournment. 
One man’s guess is as good as an- 
other’s, always bearing in mind that, 
although half a dozen Senators willing 
to filibuster can kill any legislation at 
this stage of the session, the influence 
of the majority leaders and some little 
cooperation by the administration will 
be behind the House bill. 

The consideration of the original bill 
in the Senate degenerated into a farce 
before the measure was finally passed. 
Item by item the revenue provisions 
were emasculated until the bill in the 
form in which it was sent to the House 
would have raised less than one-half 
the revenue necessary to meet the pro- 
posed postal salary increases. 

Such a measure was certain to be 
again vetoed by the President, who has 
declared in clean-cut Boston English 
that he will sign no salary increase bill 
that does not provide the revenue to 
meet the augmented expense. Congress 
has learned that the Chief Executive 
means what he says; hence the Senate 
leaders were quite prepared to see their 
pet measure amended by the House in 
numerous important particulars before 
reaching a vote. 


House Gives Senate Severe Jolt 


They were not a little astonished, 
however, when the House exercised its 


—All Classes Boosted 


By W. L. Crounse 


prerogative with regard to its exclusive 
right to originate revenue legislation. 
Senator Swanson of Virginia, who op- 
posed the bill, had made the point of 
order against it that the Senate had no 
right to initiate revenue legislation, but 
the chair had overruled the point and 
had been sustained by the Senate. 

This episode did not deter the House, 
however, and calmly throwing the Sen- 
ate measure into the wastebasket the 
House Post Office Committee proceeded 
to frame a new bill. This measure has 
now been reported and at this writing is 
undergoing microscopic examination. 

The measure adopts the Senate provi- 
sions increasing postal salaries some 
$68,000,000. This sum, it is claimed, will 
meet all reasonable demands for higher 
compensation throughout the service 
and enable the Postmaster General to 
pay salaries in all communities that will 
compare favorably with compensation 
for similar service in private employ- 
ment. 

To meet this increased expenditure 
the House bill proposes increased post- 
age rates calculated to raise approxi- 
mately $61,000,000, or within $7,000,000 
of the amount recommended by the 
Postmaster General. Increased business 
during the coming year is relied upon to 
close the $7,000,000 gap. ' 


Increases All Along the Line 


The bill as reported by the House 
Committee increases the postage rates 
on every class of mail matter and raises 
the fees on several important classes of 
service. The increases are somewhat 
less that those originally proposed by 
the Postmaster General, but in the ag- 
gregate they are nearly double those 
carried in the Senate bill as it finally 
passed that body. 

In the first-class mail picture souvenir 
postal cards are raised to 2 cents; 
letters and ordinary postal cards remain 
unchanged. Estimated increase in rev- 
enue, $10,000,000. 

Second class: Three zones instead of 
eight as now, with rates of 3 cents a 
pound in the first zone, embracing the 
present first, second and third; 6 cents 
in the new second zone, embracing the 
present fourth, fifth and sixth; and 9 
cents in the new third zone, embracing 
the present seventh and eighth zones. 
The rates on scientific, fraternal and 
similar publications would be raised 
from 1% cents to 1% cents a pound in 
all zones, and the transient rate, for oc- 
casional mailing of publications, would 
be 1 cent an ounce. Estimated increase 


in revenue from second class matter 
mailed by publishers, $2,998,252; from 
transient publications, $1,000,000. 

Third class: With an eight-ounce 
limit, 114% cents per 2 ounces except for 
books, catalogs, seeds, plants, etc., 
where 1 cent for 2 ounces would be 
charged. Estimated increase in rev- 
enue, $18,000,000. 


Service Charge on Parcels 


Fourth Class (Parcel Post): Two-cent 
service charge on all parcels except 
those originating on rural routes and a 
new special delivery charge of 25 cents 
for each parcel post package. Esti- 
mated increase in revenue: From service 
charge $13,600,000; from special deliv- 
ery service, $3,000,000. 

Increased fees for insured third and 
fourth class mail matter are calculated 
to produce $3,058,147 additional rev- 
enue; C. O. D. service, $1,103,879; money 
orders, $3,582,490; registry, $3,980,000, 
and special delivery, $900,000. 

The House bill is designed merely as 
a temporary measure. While it is ex- 
pected that the salary increases will be 
permanent the increased postage rates 
are designed to apply only for a suffi- 
cient period to permit enactment of 
legislation on the basis of the recom- 
mendations of a joint Congressional 
committee which under the terms of 
the measure would investigate the en- 
tire postal rate structure with a view to 
proposing revision at the first regular 
— of the next Congress in Decem- 

er. 





Gag Rule To Be Invoked 


The drastic measures proposed by 
the House leaders to secure prompt ac- 
tion on the bill, which include a special 
rule for its consideration limiting de- 
bate and preventing amendments, have 
brought a sharp protest from the Amer- 
ican Publishers’ Conference. In a letter 
to Chairman Snell of the House Rules 
Committee, Urey Woodson, executive 
vice-chairman of the Conference, de- 
clares that it “would be decidedly un- 
fair to the press of the country to raise 
their rates 50 per cent without allowing 
them the courtesy of a hearing.” 

“If this bill is enacted into law in its 
present form,” he said, “it will prove 
disastrous to many publishers and espe- 
cially to the smaller newspapers.” 

With the final adjournment of Con- 
gress so near at hand, the fate of this 
important measure will depend upon the 
outcome of the desperate race against 
the clock now in progress. 
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Let Your Imagination Feed on Facts 
Dr. Cadman Tells N. Y. Hardware Men 


In Stirring Address at Eleventh Annual Banquet of the 
Metropolitan Hardware Association 


necessary faculty of power which is some- 
times relegated to preachers, to poets, and 
dreamers of dreams, and upon that power or faculty I 
have been asked to speak. It is simply this ‘Imagina- 
tion in Business.’ When you remember that imagi- 
nation is important—is a universal quality, that there 


“an the hardware business there is a 


upon a question of rather prime importance,” Dr. S. 
Parkes Cadman, pastor, Central Congregational 
Church, Brooklyn, told 900 hardware men at the 
eleventh annual banquet of the Metropolitan Hardware 
Association held at the Hotel Commodore, January 27. 

Dr. Cadman is internationally known as an orator 
and as a teacher in men’s conferences. His viewpoint 








is no man here who does not possess it, and you could 
not do without it—you will see that I have touched 


“The great need today always and 
everywhere in art and in business is 
a cultured, well developed, balanced, 
and fortified imagination. When I say 
that imagination is simply the power 
of presenting to yourselves images of 
things unseen or absent, you realize 
what a scope it has. In the realm of 
science Sir Isaac Newton had the 
imagination to visualize some strange 
forces down from a tree, and then he 
noted the stars in their places and pre- 
dicted an eclipse which science saw last 
Saturday morning, arriving with a 
promptitude which only the Erie Rail- 
road can equal. In our own realm a 
man on one occasion had a steel pen 
in hand, but there was no ink. He 
used language which my profession 
forbids me to repeat, and then asked 
the question ‘Why dip?’ and the answer 
Is In every man’s pocket who carries 
a fountain pen. He visualized what 
you got, and it is such creative force 
which makes nature rather uneasy 
every time that Mr. Edison takes a 
long spell of imaginative thinking. So 
don’t, please, relegate it to dreams and 
chimerical things. It is the property 
of the brain in a wide frenzy—rolling. 
Any man here by a happy stroke of 
imagination may double his usefulness 
to society, to say nothing of his com- 
petency in business on the spot. That 
is the point I am making, and if I 
make no other, provided that sinks in 
and bears fruit, I think my visit to 





your honored banquet will not be in 
vain. 

Then again, as a matter of fact, 
there are certain things which imagi- 
nation does which are completely mys- 





Dr. S. Parkes Cadman 


terious to us. Just as I do not know 
how my voice through the radio will 
reach with leaping velocity of life to 
the city of Pittsburgh, 400 odd miles 
distant from Brooklyn before it can 
reach the last man in the room where 
I speak. Just as I do not know what 


is liberal and sincere. 
longed applause. 


His stirring talk evoked pro- 
Continuing, Dr. Cadman said: 


is the exact nature of life, conveying 
that audition through an apparent 
nebulous space, and linking what I 
have to say to all who are kind enough 
to listen in—so no man here can ever 
set the exact connection between imagi- 
nation and physical senses, but they 
are there. That connection is always 
present. 

I said to you that there is a direct 
and inevitable relationship between 
what you imagine and your physical 
senses. It is only the great power of 
mentality which has that direct coii- 
nection. It is that very stuff out of 
which you weave your thinking, for the 
imagination continually presents im- 
ages to your mind. As a matter of 
fact, you cannot think about’ the 
images it presents unless aided by 
memory. Now let a man apply that 
to his business, and of course he sees 
at a glance that he must, first of all, 
feed the imagination with facts. 
Whenever you tax imagination with 
something remote from the situation, 
that is because it never was introduced 
there, but is like life. It will reflect 
yourself. It will show you what you 
are to it. It will give you back your 
own fodder, ground up into new 
shapes, and if a man wants to enrich 
his imagination let him enrich his ex- 
periences of life. If he wants to be a 
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(Continued on page 70) 


Members and guests attending the Metropolitan Hardware Banquet at the Hotel Commodore, Jan. 27 
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General Market News 





Adverse Weather Restricts 
Retail Hardware Sales; 
Radio and Heaters Active 


Adverse weather is said to 
ware sales in most sections. 


have restricted retail hard- 


Dealers handling radio equip- 


ment, stoves and small heaters report a very satisfactory 


volume on those items. 


Few important price changes have been announced in 
the past week, but as jobbers are busy making up new 
lists, it is thought likely that further advances may be 


expected soon. 
Builders’ hardware prices 
shortly. Some manufacturers 


Prices in most quarters are very firm. 


are expected to advance 
have withdrawn prices. 


Collections are better but are still characterized as fair. 


Few Price Changes in 
New England 


Price changes in New England have 
slowed up in hardware circles. In addi- 
tion the changes reported the past week 
are semi-important. For instance, the 
most important changes on the upside 
reported are 5 per cent in axe handles 
and 7% per cent in sandpaper. Cap 
screws have gone up 5 per cent, ac- 
cording to manufacturers’ lists, yet 
jobbers’ prices remain as heretofore, 
and mills have advanced steel bars $2 
a ton, without any change in the job- 
bing price in Boston. Decreased costs 
persist in cropping out, however. This 
week we have a drop on at least one 
make of stepladders and another of 
50c. per dozen on stable brooms. But 
perhaps most important of all, from the 
viewpoint of the retail dealer, is the 
announcement by the Eveready inter- 
ests of a change in the contents of the 
individual blade package and new prices 
for same. 





Heavy Storms Affect Pitts- 
burgh Hardware Market “ 


In retrospect January has not proven 
to have been as good a month in point 
of Pittsburgh jobbers’ sales as it ap- 
peared to be in passing. Heavy snows 
have no doubt restricted retail business 
and a slow movement in that direction 
has been reflected back promptly to 
jobbers’ sales and there has not been 
much inclination to ship to the urban 
points, in. the fear that the goods would 
lay on station platforms for several 
days or until the retailers go for them. 
But the quietness, being due to natural 
causes and reflecting inability to re- 
ceive or move goods rather than a dis- 
inclination to buy, jobbers are not dis- 
turbed and still generally express con- 
fidence in the outlook. Price changes 
still are generally toward higher levels. 








The independent manufacturers of wire 
products have advanced prices on all 
of the common products, with the ex- 
ception of rods, $2 per ton, and that 
change has been followed by the Amer- 
ican Steel & Wire Co., effective Feb. 5. 
Bright wire goods, picks and mattocks; 
bench screws, tacks and shoe findings, 
are among the lines in which higher 
prices have been announced in the past 
week. The market looks weaker on the 
products of lead, seeing that the base 
material is off 1%c. per lb. from its 
recent peak. Collections are fair in the 
Pittsburgh area. 


Chicago Prices Firm 


Prices for this week are about the 
same level as last week, the only notable 
advance being 7c. per gallon in the 
price of linseed oil. 

Although steel sheets have advanced 
$2 per ton, local jobbers are still main- 
taining old prices. This also applies to 
galvanized ware and other products 
where sheets are the main factor. Like- 
wise, there has been no change in the 
price of nuts and bolts or wood screws, 
but it is not known how long present 
prices will be maintained. 





Business Increase Expected 
in the Northwest 


Interest during the past week was 
centered around the automobile show, 
the style show and the Twin Cities 
Trade Week. Many merchants who 
took occasion to attend the show com- 
pleted their orders for spring stocks. 

From every angle it appears that the 
Northwest is expecting a very substan- 
tial increase in business in all lines. 
There has been a slight improvement 
in collections over the first two weeks 
of the year. 





Three and a Third Billion 
Dollars for Autos 


HE world spent $3,360,000,000 

for new motor vehicles in 1924, 

according to Percy Owen, chief 
of the Automotive Division of the De- 
partment of Commerce. Returns from 
the Department’s trade agents through- 
out the world indicate that during the 
past year there were assimilated, 3,- 
300,000 passenger cars and trucks, and 
200,000 motor cycles, which total num- 
ber at the very conservative figure of 
$1,000 average retail value for the cars 
and trucks, and $300 for motor cycles, 
enables the Department to approxi- 
mate the amount spent for automobiles 
in general. 

An increase of 2,750,000 in pas- 
senger cars, and approximately 550,000 
in trucks, during the course of the year 
1924 reveals the interesting fact that 
the latter registered a more imposing 
rate of registration increase than did 
the former, the figures being 23 per 
cent for trucks and 17 per cent for 
ears. This represents a _ tendency 
which may be even more pronounced 
during the present year. 


Motor Cycles Factor in Foreign Use 


Motor cycles, too, pushed into more 
widespread use as revealed by a nu- 
merical increase of 180,000 over the 
base registration of 1,075,000 at the 
beginning of 1924, but in this case the 
advance has to be very largely at- 
tributed to increased use in foreign 
countries. 

The United States now has 84 per 
cent of all passenger cars, 74 per cent 
of all trucks and 11 per cent of all 
motor cycles in the world. Combining 
passenger car and truck figures, avoid- 
ing the confusion arising from the 
practice followed by many countries of 
not classifying passenger cars and 
trucks separately, the United States 
still holds her dominant position to the 
extent of registering 82.5 per cent of 
the total. 





Spring Buying Active in 
Cincinnati 


Business keeps up in good shape, 
sales up to date this year running even 
with the same period of 1924. Buying 
for spring delivery continues active and 
shipments to dealers are moving well. 
Prices are steady, and during the past 
two weeks few changes were made by 
jobbers, who have adopted the policy of 
advancing prices slowly. 





Interest in Spring Goods 
Continues in N. Y. 


Interest in spring goods continues to 
be an important factor in the New York 
hardware market. Staple lines have 
been selling well, as dealers adjust their 
stocks, which were found low at inven- 
tory. There are some advances and two 
or three minor declines announced by 
local jobbers. 
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Wholesale Business Continues to Improve in 
Northwest—Active Demand for Spring Lines 


(Minneapolis office of HARDWARE AGE) 
B, stow im in the wholesale houses has continued to 
show improvement, a fair proportion of the volume 
being in merchandise for spring stocks. It is 
believed that additional orders placed during the week 


will be heavy. 


ASH SIFTERS.—Sales are showing 
the effect of the lateness in the season, 
although there is still a fair demand for 
sifters. Stocks are being graded down 
for the close of the year, and prices are 
holding steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2; round, metallic ash 
sifters at $4, ‘and wood barrel at $6 
per doz., net. 


AXES.—Sales have continued good, 
with the heavier cutting of fuel wood, 
and the average logging operations in 
this part of the country. Stocks are 
well filled, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 
base weights, $14; double bit axes, 
base weights, $19. 


BATTERIES.—The demand for radio 
batteries still keeps up. Stocks are 
difficult to keep in assortments, and 
prices are strong as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 6 ignition 
type dry cells, case lots, 29c. each; 
Radio “B” batteries, unit package 
quantities. No. 766, $1. 30 eacH; No. 
764, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3.09 


each: =" batteries, No. 771, 39c. 


each. 
BOLTS.—Stocks of bolts are well filled, 
and spring shipments are being made 
to the rural districts. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
50 per cent, machine bolts at 50-10 
per cent, stove bolts at 75 per cent 

and lag screws at 60 per cent from 
standard lists. 


BRADS.—Call is still rather light, 
although there shows some increase in 
demand. Stocks are well filled, and 
prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 

COAL HODS.—Sales show some easing 
off as the end of the season approaches. 
Stocks are being graded down, to con- 
form with the demand. Prices show an 
increase, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open, 
17 in., coal hods at $3.85; 18 in., $4.35; 
japanned funnel, 17 in., $4.90; 18 in., 
$5.35; galvanized open, 17 in., $5.40; 

18 in., $5.95; galvanized funnel, 17 in., 

$6.75; 18 in., $7.25 per doz., net. 
COASTER WAGONS.—Sales in a re- 
tail way are at a standstill, owing to 
the snow which has remained con- 
stantly on the ground since in Novem- 
ber. Retailers are expecting a good 
spring business, and some stocks of 
wagons have already been shipped out 





Collections are fair, with some improvement over the 
first weeks of January. 
as few changes as possible, preferring to hold price ad- 
vances to as few as are positively necessary. 
prices have been expected to change, some firms having 


Wholesale houses are announcing 


Paint 


put an advance into effect, and others waiting. 


from the jobbers. There is no change 


in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Auto wheel coast- 
er wagons No. > $5.50 each; No. 61, 
$6.44 each; No. $7.02 each; No. 63, 
$7.22 each. lle coaster wagons, 
50 per cent from factory lists; all 
— coaster wagons, 50 per cent from 

S J 


COPPER RIVETS AND BURRS— 
Stocks are well filled, and prices un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Copper rivets and 
burrs at 40-10 per cent from lists. 

EAVES TROUGH CONDUCTOR PIPE 
AND ELBOWS.—Call for spring busi- 
ness has not yet started to any great 
extent. Stocks are well filled, and 
prices are steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., $5.25 per 100 
ft.; 3 in., 28 ga. conductor pipe, $5 
per 100 ft.; 3 in., conductor elbows, 
$1.75 per doz. 

FIELD FENCE.—Sales are light as 
yet, with stocks well filled. There is 
no change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Grade L, hog 
fence, 26 in., $30.38 per 100 rods. 

FILES.—Sales are showing some im- 
provement. Retail trade with shops 
and factories is gaining. Stocks are 
well filled, and prcies steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades of 
files, 50 per cent; second grade of 
oo 60-10 per cent from standard 

sts. 


GALVANIZED WARE.—Spring stocks 
continue to move out from jobbing 
houses. Stocks are well filled, and 
prices are steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs, $6.85; No. 2, $7.75; 
No. 3, $8.95; aeury galvanized tubs, 
No. 1, $12; No. $13.25; No. 3, $14.50; 
per doz.; niin galvanized pails, 
10 qt., $2.55; 12 qt., $2.90; 14 qt., $3.20; 
stock pails, 16 qt., $4.50; 18 qt., $5.20 
per doz., net. 


GLASS AND PUTTY.—Sales are still 


fair, with stocks well filled. Prices 
have not changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 83 per cent, 
and double strength glass, 85 per 
cent from list. Strictly pure putty 
in 50-Ilb. drums, $4.85 cwt., and in 25- 
lb. drums at $5 cwt. 
HAMMERS AND HATCHETS.—tThere 
is some increase in interest in tools, as 
good work is in prospect this spring. 
Stocks are in good condition and prices 
are steady. 
We stocks, 


quote from jobbers’ 





f.o.b. Twin Cities: Maydole No. 11% 
hammers, $12.60; Plumb No. HF81, 
$10.50; Riverside, No. 611%, $10.50 
per doz. Hatchets, Plumb, broad, 
No. 2, $14.45; shingling, No. 2, $11.20; 
claw, No. 2, $10.50 per doz. 


LANTERNS.—Sales are still good, 
with stocks heavy enough to care for 
any demand. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13 per 
doz.; py lanterns, No. 210, $7.75 
per doz.; No. 240, $12.75 per doz.; 
No. 130, Midget vehicle lanterns, $17 
per doz. 


NAILS.—Sales are slowly picking up, 
with prices holding steady as last 
quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: Standard wire 
nails at $3.35 per keg base, and coat- 
ed wire nails at $2.85 per keg base. 


OIL HEATERS.—Oil heaters are mov- 
ing out at a fair rate. There has been 
a lull in retail sales during the colde: 
months, but another period of demand 
will come when furnaces are running 
less heavily. Stocks are well assorted 
and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 12 oil heaters 
at $3.66 each, and No. 016 heaters at 
$5.32 each. 


PAINTS AND WHITE LEAD.—De- 
mand is increasing to some extent, 
although the start of the season is still 
several weeks away. Inside work is 
claiming the attention of decorators. 
Spring stocks are moving out at a fair 
rate. Prices are holding steady as last 
quoted, the change which has been an- 


stocks, 


ticipated for some time still being 
delayed. 
We quote from jobbers’ -stocks, 


f.o.b. Twin Cities: First grade house 
paints at $2.85 per gallon; second 
grade house paints at $2.10 per gal- 
lon; best white lead at $15.24 cwt. in 
100-lb. containers. 

PAPER.—There is some demend for 

rosin sized papers, but it is rather light. 

Stocks are well filled and prices steady. 

We quote from jobbers’ stocks, 

f.o.b. Twin Cities: Red rosin sized 
papers at $3.25 cwt. 

PYREX OVENWARE.—Sales continue 

to be good, with stocks well assorted. 

Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 101 casseroles, 
$1.33; No. 197, $1.17; No. 203 pie 
plates, 50c. ; No. 210, 67c.; No. 212 
bread pans, "60c. ; ; No. 231 utility pans, 
67¢c.; No. 12 ane sh95" $1.67; No. 24, 
$2, and No. 33 each, net. 


<cter ene Gales are beginning to 
improve, with ample stocks for the 
present demand. Prices have not 
changed. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast or wrought 
steel registers at 40 per cent from 
standard lists. 

ROPE.—Spring shipments claim the 
greater proportion of the sales at the 
present time. Stocks are well filled for 
this purpose, and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best e ma- 
nila rope at 25%c. per Ib. base, and 
best grade sisal rope at 18%c. per Ib. 
base. 

SCREWS.—Demand shows some im- 
provement in the past few weeks, al- 
though call is still light. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flathead bright 
screws, 75-15 per cent; round head 
blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 
brass, 65-10 per cent. 


SIDEWALK SCRAPERS. — Demand 
still is strong on this line, as frequent 
storms are common. Stocks are be- 
coming lighter, with prices steady. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 17 sidewalk 
scrapers at $4.85 per dozen. 

SKATES.—Sales are slowing to some 
degree, with still a fair demand. This 
has been an exceptionally good year in 
this respect. Prices are still holding as 
last quoted. 


We quote from jobbers’ 


f.o.b. Twin Cities: No. 1624 skates at 
64c.; No. 1 : 


62 19; No. 
$1. 31; No. 424%, $1.69; 

$1. 57: No. 424uL, $2; 

son ockey, Men’s aluminum, $7.25; 
nickel, $8.25 per pair, net. 


SNOW SHOVELS.—Sales are still run- 
ning well in this line, with stocks being 
graded down to conform with the end 
of the season. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood straight 
handle snow shovels, $4.85; steel blade 


stocks, 


Nestor John- 
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straight handle, $4.80; galvanized 
steel blade D handle, $11 per dozen 
net. 


SOLDER.—tTrade is light on solder, 
awaiting the opening of spring work. 
Prices are unchanged. 


We quote from jobbers’ stocks. 
f.o.b. Twin Cities: Warranted half 
and half solder at 39%c. per Ib.; 
strictly half and half solder at 37¢. 
per lb., and Dutch Boy solder in 100- 
ib. lots at 39%ec. per Ib. 


STEEL TRAPS.—Sales have been and 
still are very good. Stocks are being 
graded down for the close of the season. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor, No. 0 traps 
at $1.10; No. 2, $1.38; No. 4 i. 44. 
yo agy jump, No. 1, $1.59: No. 1, 
$1.83, and No. 1%, $2. 81 per dozen 
net 


STOVE PIPE AND ELBOWS.—Sales 
are slow, with good stocks on hand. 
Prices show no changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued, 
28 ga., 6 in., knocked down _ stove 
pipe at $14.75, and 6 in. common 
corrugated elbows at $1.30 per doz. 

STOVE SHOVELS.—Call shows a 
lessening of interest on the part of the 
public. Stocks are lighter, with prices 
unchanged. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Japanned 14% in., 
shovels at 50c.; Jumbo, 21% in., 
$1.55; Jumbo Jr., 14 in., 85c. per 


dozen. 


TIN PLATE.—Demand is still light, 
for immediate consumption, but with 
the opening of building there will 
be a heavy increase, according to pre- 
dictions. Stocks are well filled and 
prices are steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: Furnace coke 
-tin, ICL, 20 x 28, $14.25 per box, and 
IC, 20 x 28, 8-lb. coating tin at $14.60 
per box. 


stocks, 
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WEATHER STRIP.—Sales have shown 
a decrease, but there is still a fair trade 
in this line. Stocks are graded down 
for the end of the season and prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood and felt 
weather strips, %-in., $1.85; %-in., 


$1.85, and 1-in., $2.60 ‘per 100 ft. 
WIRE.—Call for wire is at a low point 
for immediate sales. Stock shipments 
are good with prices holding as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire at $3.30 per 80-rod —e 
barbed painted cattle wire at $3.0 
per 80-rod spool; galvanized hog ne na 
at $3.52 per 80-rod spool; galvanized 
eattle wire at $3.30 per 80-rod spool; 
No. 9 plain fence wire at $3.35 cwt.; 
No. 9 galvanized smooth fence wire 
at $3.80 per cwt. 


WRENCHES.—There appears to be a 
slow and steady increase in the demand 
for tools from the shops and factories. 
Automobile service and sales stations 
are becoming very busy, with new cars 
coming in and with a heavy service de- 
mand, due to the increased interest in 
cars which the approach of the show 
always brings. Stocks of wrenches are 
well filled and prices are firm as last 
quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; knife handle wrenches, 40- 
10 per cent; Stillson and Trimo 
wrenches, 60 per cent. Snap-on 
wrenches in sets, Master Service No. 

; No. 202, 80; No. 404, 

$8. 75; No. 505B, $3. 40, less 40 per cent. 

No. 50 Radio and Electrical Set, $4; 
No. 101 Master Service Set, $15. 25: 
No. 202 Heavy Duty Set, $8.80; No. 
om Ford Master Service Set, $14. + 
No. 404 Flexible Socket Set, oF 40 
No. 505B Screwdriver Blades, 3.40: 
No. 900 Set, square socket, $3.70, less 
40 per cent. 


stocks, 





Let Your Imagination Feed on Facts 


(Continued from page 67) 


greater connoisseur of art let him know 
the merits of art. Let him make him- 
self conversant with it, and imagi- 
nation will take his iron and make it 
into gold, and transmute his gold into 
precious stones. Or again if he wants 
to be an accomplished speaker, let him 
have recourse to the great masters who 
have invested eloquence with its dig- 
nity, its reasonableness, its moral 
splendor, and its resistless purity, and 
presently out of these new experiences 
his imagination will begin to react and 
you will detect in what he has to say 
a fuller, more subtle note than for- 
merly. 

There are hundreds of men in my 
own vocation starving in the brain be- 
cause they will not feed this great gift, 
this creative force, with its required ex- 
periences. And what is true in art, 
and true in eloquence, and true in a 
clerical calling, is equally true in busi- 
ness. 

Long before the Woolworth Building 
rose it was built in a single brain. It 
was built in the brain of the architect, 
who saw it as it is. What is true of 
the Woolworth Building is true of every 
other building that makes the New 
York sky line possible, an impressive 
sight from the Jersey shore. 

Then again, as a matter of fact, 





there are men here who when they were 
still young began to use this imagina- 
tion for business purposes. It was my 
ambition, when I was twelve years of 
age, to be a preacher, and ever since 
then I have been realizing those foolish 
dreams. Every man can realize that, 
for every bullet that hits the mark has 
the blood of a marksman on it, believe 
me. Intense concentrated energy driven 
with a rational flood by the aid of 
imagination, faced with actual experi- 
ence and demonstrative facts—that 
makes the great business man; that 
makes the great preacher; that makes 
the great statesman; that delivers you 
from the pettiness of the guidance we 
sometimes have to endure in the foolish 
elements of life. Now, as a matter of 
fact, that has been done repeatedly. 
Never smile at a boy when he is 
dreaming his dreams, because any day 
it may be another Woolworth Building. 
You never get anywhere, however 
far you may get, without having 
dreams of getting there, that you may 
make the effort to arrive. That is the 
result of imagination. It is the power 
of visualizing the unseen, and that is 
the great power I commend to you. 
You see in your business possibilities. 
You see added comfort for human life. 
You see increased artistries for the 





homes of our people. You see the useful- 
ness and the dependability of what you 
deal in. You relate it to certain things 
which the outside man does not under- 
stand, and by continually penetrating 
in the direction he achieves larger and 
better results; and, best of all, you 
redeem yourself from routine and from 
merely being a man who has a certain 
program to fulfill, and the sooner it 
is through with the better. He is not 
the kind of a man on whom imagina- 
tion will dower its best gift. 

George Gray, Coshocton, Ohio, presi- 
dent of the National Retail Hardware 
Association, characterized the dinner 
and address as “the most wonderful 
banquet he had ever attended.” He of- 
fered the greeting of the N. R. H. A. 
and said that the hardware men who 
followed the message of Dr. Cadman 
would truly be the purchasing agents 
of their communities. 

J. Atkinson, Brooklyn, president 
of the Metropolitan Hardware Associa- 
tion and past president of the New 
York State Retail Hardware Associa- 
tion, was toastmaster. 

The Rev. M. Twomey delivered the 
invocation. H. A. Cornell, Brooklyn, 
was chairman of the banquet commit- 
tee, and Matthias Ludlow, Newark, 
N. J., was chairman of the entertain- 
ment ‘committee. 


A vaudeville program followed the 
banquet. 
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Weather Curtails Pittsburgh Business— 
Jobbers Optimistic Regarding Spring Outlook 


(Pittsburgh office of HARDWARE AGE) 

EVERE weather conditions have taken their toll of 
the hardware trade. Because the urban retailer has 
found it difficult to do business on account of weather 
conditions, demand upon the jobbers have slowed up con- 
siderably and January which appeared to be a reasonably 
good business month in passing does not show up quite 
so well in the check up of the month’s business. January 
ordinarily is a month of moderate consumption and as 
there are no signs on the horizon that retailers do not 
want goods, the common tendency is to forget last month’s 
experiences as indicative of what is ahead. As a matter 
of fact, sentiment still is very cheerful and with the open- 
ing up of the weather, jobbers are looking for a substan- 
tial gain in purchases. Several finished steel products, 
some of which find use by manufacturers of hardware, 
have advanced $2 a ton since a week ago, the list includ- 
ing plates, shapes, bars and sheets, while a revision of the 


size and gage extras on hot-rolled strips means a slight 
increase in the cost of that line. This advance was made 
by some of the independent companies about two weeks 
ago, but it was not until the past week that the Steel Cor- 
poration went along with it. Independent manufacturers 
of wire products effective as of Feb. 3 and 4, advanced 
prices of the common products, excepting wire rods, $2 a 
ton, and this change was made by the American Steel & 
Wire Co. effective as of Feb. 5. So far jobbing quotations 
on wire products have not been changed, but this is be- 
cause insufficient time has elapsed to permit the working 
out of the new bases dictated by the highes mill bases. 
Bright wire goods, tacks and shoe findings, picks and mat- 
tocks and iron bench screws moved upward in the price 
announcements that have come out since a week ago. The 
sharp break in the price of lead is expected to find early 
reflection in the prices of the products of that metal. Raw 
lead has declined 1%c. a pound from its recent peak. Col- 
lections in the hardware trade in this district still are fair. 








BOLTS, NUTS AND RIVETS.—De- 
mands upon the jobbers here still are 
moderate, but no more moderate than 
they usually are at this time of the 
year. Makers in this district also re- 
port business to be seasonably quiet. 
Prices, however, are holding firm and 
with raw materials showing an _ up- 
ward tendency it does not look as 
though there would be any recession in 
the near future. 


We quote out of jobbers’ 
as follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; 
carriage bolts, small rolled threads, 
50 per cent off list; all sizes cut 
threads, 45 per cent off list; stove 
bolts, 75 per cent off list; tire bolts, 
40 and 10 per cent off list; nuts, hot 


stocks 


pressed blank or tapped, 3.25c. off 
list; c.p.c. and t. blank or tapped, 
3.35c. off list; rivets, small wagon 


and tinners’, 60 per cent off list. 
BRIGHT WIRE GOODS.—Hooks and 
eyes and other bright wire goods are up 
10 per cent in new price lists recently 
issued by leading manufacturers. 


GALVANIZED WARE.—No price an- 
nouncements yet have been made, but 
the trade here is looking for higher 
prices owing to the advances recently 
made in galvanized sheet steel. 


GARDEN TOOLS.—Not much activity 
yet has developed with local jobbers, 
but in recent years retailers have not 
shown much inclination to buy very 
far ahead of the actual selling season 
and jobbers being reconciled to that 
condition are not disappointed that cur- 
rent sales are not larger. 


INCUBATORS AND BROODERS.— 
Jobbers here report good sized ship- 
ments against orders and say that the 
prospect is good for a good volume of 
repeat orders. 





IRON BENCH SCREWS. — Higher 
prices are noted in new prices just is- 
sued. New quotations are: 1 in., 80e. 
each; 1% in., $1; 1% in., $1.15, and 
1% in., $1.50. 

PAINTING MATERIALS.—White lead 
is off 4c. per lb. in sympathy with the 
primary market. Linseed oil has ad- 
vanced 2c. a gal. further. Turpentine 
holds at last week’s prices. Advance 
spring orders in ready mixed paints 
have been large and already very large 
shipments have been made against or- 
ders. Current demands, however, are 
light. 

Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grade, 
white lead, 16%c. per ib. in 100 Ib. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine $1.09 per gal. in barrel. lots; 


linseed oil $1.32 per gal. in barrel 
lots. 


PICKS AND MATTOCKS.—Substan- 
tially higher prices are noted in the new 
prices just issued by one of the leading 
manufacturers. Crowbars and wedges 
are up 4c. per lb. and mattocks, picks, 
hammers and sledges average about 10 
per cent higher. The new list means 
the following prices from store: Crow- 
bars, standard, 6c. per lb.; Standard 
wood and coal wedges, 7c. per lb; picks 
and mattocks, 50 per cent off list; ham- 
mers and sledges, 60 and 10 per cent off 
list. 


PYREX WARE.—The Corning Glass 
Works, Corning, N. Y., have issued a 
new price list, the feature of which is 
not changes in prices, but rather the 
elimination of duplicate sizes and a 
much reduced number of styles. Prices 
are very much the same as they have 
been, but the line becomes easier to 





handle through the application of the 
principal of simplification. 


SHOVELS.—The situation is getting 
stronger, due to the fact that raw ma- 
terials are advancing and the fact that 
supply and demand are much closer to- 
gether than they were during much of 
last year. Orders for shovels are in- 
creasing. 


TACKS AND FINDINGS.—An ad- 
vance of fully 10 per cent is made in 
new price lists which have _ just 
reached the trade here. There has also 
been a,revision upward in the extra for 
packages on tacks. 


WIRE PRODUCTS.—All manufactur- 
ers have participated in an advance of 
$2 on all of the common wire products, 
the American Steel & Wire Co. being 
the latest to announce the change, its 
new schedule being dated Feb. 5. This 
puts the mill base to $2.95 base per keg 
for nails and $2.70 base per 100 lb. for 
plain wire. This leaves the market $1 
a ton below the prices at this time last 
year and $4 a ton or more up from the 
prices of last fall. There has been no 
change yet in local jobbing quotations, 
but prices to meet the new mill levels 
are likely soon. Jobbers are pretty 
heavily stocked with nails, however, and 
the full differential between present mill 
quotations and sales out of jobbers’ 
stocks are not in all cases being ex- 
acted. 
We quote out of jobbers’ stocks: 
Nails, $3.15 to $3.20, base, per keg; 
No. 9 gage, plain galvanized wire, 
$2.95 per 100 lb.; galvanized barbed 
2-point cattle, $3.17 per 80-rod spool; 
2-point hog, $3.39; 4-point cattle, 
$3.38; 4-point hog, $3.66; special 2- 
point cattle, $2.38; woven wire fence, 


1047-11, $39.36 per 100 rods; 1047-9, 
$55.20; 939-11, $35.22; 939-9, $48.85. 
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Conservative Optimism 
Prevails in N. Y. 
Market 


A feeling of conservative optimism 
is found throughout the metropoli- 
tan market. Jobbers appear to be 
busy making up new price lists and 
it is possible that further advances 
may be announced next week. Many 
expected changes have not been 
made, though practically all hard- 
ware prices are relatively firm. 
Some shading is reported on special- 
ties, and on individual items. On 
complete lines, however, prices ap- 
pear very firm. 

Opinion appears divided on the 
comparison of January, 1925, with 
the same month of the previous 
year. If in the general market there 
was any noticeable advance, it is not 
believed to have been very large. 
Dealers handling radio equipment, 
stoves, and small heaters report very 
good January sales in these items. 
Adverse weather has affected the 
hardware business somewat, par- 
ticularly in suburban districts where 
walking conditions have been bad. 


Fall Sled Prices 


As announced last week, there have 
been slight declines in the Flexible 
Flyer and Fire Fly sleds. Believing 


Representative 


LAWN MOWERS 


Three-blade, Ty bearings, 8-in. 
wheel, 12 in., $4.8 14 in., $5.15; 16 
in., $5. 50, and 18 os ., $5.80 each. 
Same, with ball eta 12 in., 
$6.65; 14 in. “9 805 16 in., $7.35, and 18 


Four- blade, 9-in. wheel, ball bear- 
ing, 12 in., $8.25; 14 in., $8. 55; 16 in., 
$8.85, a 18 in., ‘39. 25 each. 

Sam with 10%-in. wheel, 14 in., 
$9.50; 16 bw $10; 18 in., $10. 50; 20 in., 
$11.15 

Five- Plade, 10%-in. ball 
bearing, 16 in., A aes $12.70; 

16 in., 


20 in., $13.35 —_ 
$16, and 20 in., $16.75 


wheel, 
18 in., 


Same, with 10- in. wheel, 
$15.35; 18 in., 


each. 
SPRAYERS 


Gabventoss. 4 gal., $4.88 each; brass, 
7 $7.50 each; bucket pump type, 
2. . “each. ‘Tin, % pint, 23c. each. 
in, 1 qt., 3lc. each; brass, 1 qt., 
$1.15 each; galvanized, 1 qt., continu- 
ous, 88c. each. 


HEDGE SHEARS 
Disston, plain, 8 in., Yr 65, and 9 in., 
$1. 78 per pair; 10 in., $1.90 per pair. 

Disston, notch, 8 in., $1.78; 9 
$1.90, and 10 in., '$2. 02 per pair. 


BORDER SHEARS 


Without Yoaee $2.95 each; with 


wee $3.50 ea 
Lawn shear, a two wheels, $3.50 


each. 
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the prices for fall delivery are of inter- 
est to the trade, we repeat them again 
this week: 


Jobbers’ quotations to retailers 
f.o.b. New York: 
Sleds, list prices. 

Flexible Flyers 
ee ee $3.75 
a ee a eee 4.75 
No. : Sy ee err pee ery eee 6.00 
I a as ta ini ai ed a eit ele hie ait 6.50 
No. ‘ with 1 pair foot rests. 7.25 
a ee ee ene 8.75 
No. 5 with 2 pairs foot rests... 10.25 
PN occuu eens beckee we een 5.25 
DT cdadtelebatsiaveuesensesues 6.50 

Fire Fly Coasters 
a ‘ke tuteneenenseseeeseneses ue $2.00 
Dh Ci cn cédeceeeksnaewketeseavedt 2.40 
ie Ts ha ee ee hs emia ected eel 3.00 
i Mi 6c ¢e sttekedteont Sueneeeees 3.40 
DT: tinenvebsueseadsn sn nbeaseeneds 50 


3. 
These list prices are subject to a 
discount of 33'/, per cent on Flexible 
Fiyers and 40 and 5 per cent on Fire 
Fly Coasters. 


Linseed Oil Advances 


At press time linseed oil prices were 
advancing, and the market appeared to 
have an element of strength. Buying 
is moderately good. 


Prices to retailers f.o.b. New York: 
Linseed oil, in lots of less than 





5 bbl, $1.29; in lots of 5 bbl. and 
more, "$1. 26. 
Calcutta linseed oil in bbl., $1.38. 





Very Seng Demand 
for Radio Batteries 


A strong demand for radio batteries 
continues. It is said that the weather 
has been suitable for radio reception, 
with the result that radio parts, par- 
ticularly batteries and tubes, have been 
moving very steadily. Prices are firm. 
Stocks are fair. 
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New Prices Reported 
by N. Y. Jobbers 


New York jobbers report the follow- 
ing price information for the metro- 
politan market: 


Hickory handles, first and second 
grade, have been advanced approxi- 
mately 10 per cent. In some cases the 
advance is less than 10 per cent. 

BB shot has been advanced 10 cents 
a bag by the manufacturer, but has not 
yet been increased by jobbers. 

Raw hide belt lacing, packed in 100 
ft. to the box lots, has been advanced 
5 per cent. 

All tacks have been advanced about 
10 cents, but reports in this market 
suggest some shading on cut tacks. No. 
3 and No. 4. The advance appears to 
have been announced, but not observed. 

Bar solder is now quoted at 42c. and 
strip solder at 47c. which represents a 
decline of Ic. on both. Prepared 
solder remains unchanged at 68c. 

Emery cloth advanced 4 per cent. 

Sandpaper advanced 71, per cent. 

Jobbers report that new Eveready 
flash light prices show an advance on 
fibre models which in some sizes equals 
an increase of 20 per cent. On the 
new list it is said that fibre models are 
to be sold at the same price as the 
nickel plated type, which has previ- 
ously been higher. The nickel plated 
is unchanged. 

The National Lead Co. announces a 
decrease of Yc. per lb. on white lead 
and oxide. The decrease became ef- 
fective Jan. 31, and is based on the 


previous list of Jan. 14. 


New York Prices on Spring Goods 


Dealer interest in spring merchandise continues to be one of 
the outstanding features in the New York hardware market. 
According to reports, the items quoted here are those receiving 
considerable attention, and the prices quoted are representative 
of local offerings, from jobbers to retailers f.o.b. New York. 


LAWN ROLLERS 


Dunham waterweight type, No. 2, 
9; No. 4, $10.70; No. 7, $15.35; No. 5, 
13.35; No. 9, $17. 35 each. 


PRUNING SHEARS 


S. Smith No. 0 Spiral spring, 9 in., 
$4.70 doz.; No. 21 Flat spring, 9 in., 
$8 doz.; No. 30 Volute spring, 9 in., 
$8.35 doz.; No. 40 Volute spring, 9 in., 
N. P., $14.70 per doz.; No. 130 Volute 
spring, ratchet nut, " $9. 70 per doz.; 
No. 140 Volute spring, in., N. P., 
ratchet nut, $16.35 per. = ; No. 4770 
Yolute spring, 6 in., N. P. $12.70 per 


xo Extra Quality.—No. 150 
Volute spring, full pol, 8% iIn., 
$24.75 per doz.; No. 250 Volute spring, 
half pol., 8% in., $21.50 an) os. 5 No. 
152 Hinge spring, full pol. 83, in 
$24.75 per doz.; No. 252 Hin e, half 

1, 8% in., $21.50 per doz.; No. 153 

af spring, full “tt my 3 in., $24 doz.; 
No. 253 Leaf spring, half pol., 8 in., 
$20.75 per doz. 

Disston Pruning Shears.—No. 1, 


envy, 27% in. -* hey 25 pr.; No. 2 Med., 

27% in., ‘ No. 3 ns two 
curved jaws, oT ‘in., $2.17 pr.; 5, 
handles 9 in., pol. blades, in, “in. 
$1.65 pr. 

Standard Pruners. — 6-ft. 
1.30; 8-ft., g14 40: * 10- ft., $1.55; 12- ft. 
1.70 each. 

Disston’s tty Quality Tree Pru- 
ners.—6-ft., $2.80; 8-ft., $3.05; 10-ft., 
$3.35; 12- ft., $3.50 each. 


Little Giant Pruning Hooks and 
Saws, $2.15 each. 





Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16, 
99c. each; 4 x 16, $1.19 each; 5 x 16, 
$1.25 each; 7x 16, $1.43 each; 40 x 16, 
8ic. each. 

Pruning knives, 62c. each. 


J. T. Henry Manufacturing Co. 
Pruning Shears 
No. 0 spiral spring 9-in.$ 4.50 per doz. 
No. 1 Henry’s genuine 


flat brass springs.... 8.25 per doz. 
No. 4665, 9-in. California 
Ce 8.00 per doz. 
ag 4666, 9-in., pee 12.00 per doz. 
4671, 9-in. ra et 
pnenbeeeueeebanesas 9.10 per doz. 
—" 4770, 6- in. ladies’.. 12.00 per doz. 
No. 4771, heavy wi 
GG wéwecoscsoccereve 14.58 per doz. 


TROWELS 


Garden trowels, 6 in. blued steel 
blade, black enameled handle, riveted 
tang, 75c. per doz. 

Same, or transplanting, 5 in. 
heavy steel blade, half polished, 
upper half blue lacquered, varnished 
hard wood handle, $1.15 per doz 

Florist’s wore, with 6 in. hades, 
heavy model, $1.25 per doz 

One piece preien pattern, 6 in. 
blade, half polished, $1.90 per doz. 

Garden trowels, with one piece 
socket, 6 in., forged steel blade, pol- 
ished and enameled, overall length, 
13% in., $3.25 per doz. 

a steel garden trowels, $2 per 
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Sell VIKO for 


Here’s a market of steadily increasing possibilities. a aA | 
Aluminum for baking. No other baking ware [{(\\\\\\\\\\\ 7) ) 
that you could handle will give more all-round —\\.)\\\\(y 
satisfaction to the user than aluminum with its 
even-baking properties, ease of cleaning, and 
durable, rustless, seamless construction. 










\ \\ \\\ ue \ _ \\ 
Balt AN \ \\ \\ \\\ ) \ \ 
Sa AN WY yy 

\\\ \ \\ \ 













But it must be good aluminum if you want 
your customers to get fullest service. It must of- 
fer maximum value. There must be a complete 
line to assist you to make every possible sale. 


Viko fills all these requirements. It is well made, 
of hard, thick aluminum. It is moderately 
priced. And there are Viko baking utensils for 
every purpose.» 

Push well-known, nationally advertised Viko 
for baking and you will build up a new source 
of business and enlarge the earning powers of 
your aluminum department. 

Ask Your Jobber 


Aluminum Goods Manufacturing Company 


General Offices: Manitowoc, Wis., U. S. A. 
Makers of Everything in Aluminum 
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Weather Hampers Business in Chicago Market 
—Growing Demand for Spring Lines 








(Chicago Office of HARDWARE AGE) and will issue new discounts, which are expected to 

LTHOUGH the cold spell has somewhat retarded be about 10 per cent higher. If the month of January 

the movement of staple merchandise, jobbers is to be taken as a guide upon which to base building 
are busy shipping out seasonable goods, orders activity for 1925, new records will be set, as con- 
for which were taken earlier in the season. This struction work during the last month, according to 
applies to poultry netting, wire cloth, screen doors building permits issued by the city of Chicago, 
and window screens, roller skates, etc. amount to $21,007,950, and more individual flats 

There is a general steadiness in values, as very few were provided during the month than in any January 
price changes were made during the week. Tabula- for the last five years. 
tion of sales just made by several of the leading hard- Steel production in the Chicago district is as high 
ware jobbers and retailers for the month of January as it has been for several years. It is reported that 
show an excellent record, and all indications point to mills are now operating to about 98 per cent of ca- 
a liberal consumption and increased activity in the pacity, which is as high as the plants can maintain. 
hardware trade. A great many manufacturers report Mills are sold out well into the second quarter, prices 
that their stocks are about exhausted, and from now are firm and no concessions are being made from the 
on it will be necessary for the trade to anticipate recent advances. Railroads have been in the market 
their requirements. for large quantities of steel rail8; the implement man- 

Prices on builders’ hardware are strengthening; ufacturers are also in the market for large quantities 
several of the manufacturers have withdrawn prices of steel. 

—Sales | We quote from jobbers’ stocks, per 100 ft.; corrugated conductor el- 
AUTOMOBILE ACCESSORIES f f.o.b. Chicago: 2% x 3% steel butts, bows, 3-in., $1.36 doz. 
reports are very favorable, and from case lots, old copper and dull brass 
he d df t bile ac- finish, $2.67 per doz. pair; 4 x 4 ELECTRICAL AND RADIO MER- 

now on the deman Se | steel butts, old copper and dull brass . = 
cessories should increase. | finish, $3.63 per doz. pair; heavy steel CHANDISE.—Nothing new on prices; 

We quote from jobbers’ stocks, | tees aaaak Wade tea es all very firm. 

f.o.b. Chicago: | $1 id ‘per set: wrought brass bit- We quote from jobbers’ stocks, 

Spark Plugs.—Splitdorf, 50c. each: keyed front door sets, $3.25 per set; f.o.b. Chicago: 

regular, 58c. each; Champion X, 4oc. | cylinder front door sets, $7.50 per Electrical Merchandise. — No. 

each; lots of 100, 41c. each; Cham- | aa , ' rubber-covered wire, $7.90 per 1000 

pion Blue Box line, 53c. each; A. | copes , ft.; in 1000-ft. lots, $7.65; No. 18 lamp 

Titan, a cocks lots of 100, 56c. | CHAIN.—Prices are firm; sales show cord, ps. 50 per 1000 ft.; in 1000-ft. 

peciai ror c. eacn. : ots 13.75; %-in. brush brass key 

Spot Lights.—Anderson, No. 3280, | 4M improvement. sockets, 19¢. each; two-way plugs, 

$6.50 each: Stewart, $5.67 ‘each. | We- quote from jobbers’ stocks, 60c. each; in lots of 10, 49%c. each; 

Horns.—E. A. Electric (Ford), $4 | f.o.b. Chicago: %-in. proof coil chain, one-piece attachment plugs,  13c. 

each. ‘ aa $8.50 per 100 Ib.; Tenso, Bull Dog each; two-piece attachment plugs, 

Jacks.—Reliable Jacks, No. 46, $2.50 and Brown coil chaias, 50-10 per 12c. each; dry cells, boxes of 50, 

each: in lots of 10, $2.25 each; Ajax cent discount; No. 00-4% electric 30%4c. each; less than case lots, 34c. 

= Me he anah National Standard welded cow ties, $2.75 per doz. —.. . . iia ae te 

No. . .20 each. ; adio Supplies.— io atteries, 

; Pumps. — Rose, 1%-in. cylinder, COPPER RIVETS AND BURRS.— No. 766, $1.40 each; No. 767, $2.62 

1.55 eac : : : each. 

Chains.—-Non-skid, dozen pair lots, There has been no change in price. Rektery. <Gtieseers. Anse tne, tn 

33% per cent discount; 50 pair lots, The demand continues to be good. lots of less than 10, $13.50 each, net. 

40 per cent scoun , he Tubes. —Cunningham and R. C. Tiss 

Tires and Tubes.—30 x 3% over- PP ng = Ree see Regge $4 list. Discount, 25 per cent. 

size cord tires, $10.45 each; ‘regular a ae -y ceaiie ys “a Loud Speakers.—Western Electric, 

cord, $8 each; gray inner tubes, 30 , P — No. 522W, $9.50 list. Discount, 30 

3%, $1.20 each; red inner tubes, CUTLERY.—Current sales are’ good. per cent. 

30 x 3%, $1.50 each. igher pri FIELD FENCE.—Sal i i 

d: : Prices are strong and higher prices on -—saies are improving. 
AXES.—Sales continue good; prices ‘ 
eeneyy el some items may result. ‘ i ete —_ Pet Oh mn 
. .o.b. Chicago: -6- . i per 

We quote from jobbers’ stocks, DRAIN PIPE CLEANER.—Sales con- 100 rods; 1948-6-14%, Bis per 100 

f.o.b. Chicago: First quality _singie tinue good. Prices are unchanged. rods. 

bitted unhandled axes, 3 to 4 _— _ F —Prices are unchange t 

doz. base: double bitted, $19 doz. ton "ll jobbers’ stocks, Annee | . “? & d, bu 

base; good quality black unhandled “Economy Plumber drain pipe aimee ales continue good. 

axes, same weight, single my = cleaner, in 1 Ib. net cans, in lots of We quote from jobbers’ stocks, 

doz. base; single bitted handle aan 3 doz., $2.75 per doz.; in lots of 6 doz., f.o.b. Chicago: American files, 60-10 

$15 to $22 per doz., according to qual- $2.70 per doz.; and in 12 doz. lots, per cent off list; Nicholson files, 50 

ity and grade of handle. $2.60 per doz. per cent off list; Black Diamond files, 
BOLTS AND NUTS.—The demand Same, in 2 Ib. net weight cans, in 40-10-5 per cent off list. 

: d Jobb have lots of 2 doz., $4.90 per doz.; in lots . : 
continues to be good. _ Jobbers of 6 doz., $4.85 per doz.: and in lots GALVANIZED WARE.—With the mills 
not as yet advanced prices. of 12 doz., $4.75 per doz. advancing $2 per ton on sheets for the 

, Son Hercules tile and porcelain cleaner, : : 

We a Soom ag — a in 1 Ib. net weight cans, $2 per doz. second quarter, prices from now on will 

f.o.b. icago: arriage DONS, C in lots of 2 doz. it} ; 

thread, 50 per cent discount; small Hercules boiler liquid, in 1 qt. can, be firm on competition galvanized tubs 

carriage bolts, rolled thread, 50-10 $3 each; in % doz. lots, $2.50 each; and pails, and all cther galvanized ware. 

per cent discount; machine bolts, cut in 1 doz. lots, $2.25 each. We eutts Gem ichherw stocks 

thread, 50-10 per cent discount, Same, in % gal. cans, $5 each: % rye Chi . dieeenaae’ 1 , 

small machine bolts, rolled thread, doz. lots, $4.75 each: and in gal. cans -0.D, icago: Competition gaivan- 

50-10-5 per cent discount; all stove $9 each. ; ized after-made water pails, genuine 

bolts, 75-5 per cent discount; lag riveted ears, 10-qt., $2.20 doz.; 12-qt., 

screws, 60 per cent discount. EAVES TROUGH AND CONDUCTOR | $4 Joz.; galvanized wash tubs Ne: 
BUILDERS’ HARDWARE.—Some of | PIPE.—Present prices are favorable for $8.25 doz.; No. 8 galvanized wash 
the manufacturers of builders’ hard- immediate purchase, as an advance is aw i oe Rca nn, me NR 
ware have withdrawn prices. oo expected in this line, owing to the in- kerosene pcan, - dor. iby. gal- 

: It. The vanized baskets, ; 0Z.; -bu. 
will, undoubtedly, be the result. creased cost of steel sheets. en bodes MEOr dee. Peak 
demand continues ory es re- We quote "sin Jobbers’, stocks, golvanines oil cans, , galvanized breast, 

oO usiness bein f.o.b. Chicago: -— ead lap joint oz.; perpendicular corrugate 
port a large volume a a 3 & gutter, 5-in., $4.50 per 100 ft.; corru- light galvanized ash cans, with cover, 
booked for immediate and future de- gated conductor ey 3-in., $4.75 per No. 55, $15 per doz.; No. 66, $17.50 
liveries. 100 ft.; plain ridge roll, 1%-in., $4 doz.; No. 77, $20 doz.: heavy galvan- 








Reading matter continued on page 76 
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WQVALITY LEAVES ITS IMPRINT 











The Double Adjustment Feature 
Increases the Usefulness 


of R-W. Vises 





R-W Vises may be operated in two ways. For quick adjustment, a 
slight turn of the handle will disengage the screw, so that the ribbed 
jaw may be instantly moved to any point and secured. Or the jaw 
may be moved on the screw like an ordinary vise. This patented, 
quick action feature permits fast, accurate work, while the optional 
adjustment broadens the usefulness of an R-W Vise. 


The R-W takes a firm, secure, dependable grip. No intricate 
mechanism to get out of order. Strong, durable and always on the 








job. 
Our Catalog A-32 illustrates and describes 
both R-W Vises and R-W Manual Training 
Benches. Write for it today. 
New York Chicago 
Boston Minneapolis 
Philadelphia en , Omaha 
Cincchend NHanever torany Door that Slides Kansas City 
Cincinnati AURORA, ILLINOIS.U.S.A. Los Angeles 
— RICHARDS-WILCOX CANADIAN Co., LTD. ser a 
dase Winnipeg LONDON, ONT. Montreal (608) 




















76 


ized after-made No. 171, $32.40 doz.; 
No. 191, $37.25 doz.; No. 201, $44.75 
doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—Prices are unchanged. Orders 
for future delivery show an improve- 
ment. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %-in., 10% c. 
per ft.; %-in., 13c. per ft.; 3-ply, good 
quality, wrapped, 1% -in., 10c. per 
ft.; %-in., 12c. per ft.; 4-ply, 
good quality, wrapped, %-in., 
per ft.; %-in., 14c. per ft.; 
good quality, wrapped, %-in., 
ft.; %-in., llc. per ft. Lawn sprin- 
kiers, Rain King, $28 doz.; original 
fountain sprinkler, $8 doz.; Rainbow, 
38-in. high, $24 doz. 


GLASS AND PUTTY.—No surplus 
stocks are left in the hands of the 
manufacturers, which makes it neces- 
sary to anticipate requirements. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
single strength A, 34 to 40-in. brack- 
et, 86 per cent discount; single 
strength A, all other brackets, 85 
per cent discount; double strength A, 
all sizes, 86 per cent discount. Putty 
—pure grades, $3.75 per 100 lb.; com- 
mercial, $3.40 per 100 Ib. 


HATCHETS.—Prices are unchanged, 
but firm. Sales are only fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first qual- 
ity hatchets, No. 2 broad, $14.45 doz.; 
medium quality hatchets, No. 2 
shingling, $7.25 doz.; medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS.—Sales are in 
fair volume. A higher market is looked 
for. 


We quote 
f.o.b. Chicago: 
nail hammers, $10.50 doz.; 
ity, 16-oz. machinist hammers, 
doz.; medium quality, 16-0z. 
hammers, $6 doz. 


HANDLES, AGRICULTURAL. — Or- 
ders are coming in very satisfactorily 
for future delivery. Prices are un- 
changed. 


We quote 
f.o.b. Chicago: 

Hay Fork Handles. — 
chucked and bored, best grade, 
ft., $4.50 doz.; 5-ft., $5.50 doz.; 
4%-ft., $4 doz.; a ft., $4.80 doz.; 
4%-ft., $2.40 doz.; 5- ft., $2.80 doz. 

Hay Fork Handles.—Bent, chucked 
and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, "~ strap, 
ferrule and cap, 4-ft., $5. 50 doz. ; 4%- 


from jobbers’ stocks, 

First quality, 16-o0z. 
first qual- 
$7.85 
nail 


from jobbers’ stocks, 


Straight, 
4%%- 
XX, 
x, 


$5. 75 doz.; XX bent, te ft., $4.50 
dz. 5-ft., $5. 4 doz. ; bent, 41% 
, $3 “doz.; 5-ft., $3.40 doz. 
yp Pt Fork pce inne best 
grade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.: 4%- 
ft., $4.40 doz. : x hent, 4-ft., $2.60 
doz.; 4%4-ft., $2.95 doz. 


Garden Hoe Handies.—XX, 4%-ft., 
$3.45 doz.; X, 4%-ft., $2.40 doz. 

Garden Rake Handles. 95 an; 5%-ft., 
$5.25 doz.; X 5e-ft., $3.25 doz. 

Shovel Handies.—Regular pattern, 
XX 4%4-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.; D ~~" best grade, $7. 95 
doz.; X grade, $6 doz. 

Spade Handies.—D handle, best 
grade, $7.75 doz.; X grade, $6 doz. 


HANDLES, TOOL.—Sales are satis- 
factory; prices are firm. 


We quote from jobbers’ 
f.o.b. Chicago: 

Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 

Hatchet and Hammer Handiles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—The demand continues good, 
with prices firm. 


stocks, 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap nineee: 
in bundles, 4-in., $1.03; 5-in., $1.4 
6-in., $1.60; 8- in., 2.70; 10-in., $436 
pee doz. pair; extra heavy T hinges, 

pa oe — $1.56; 5-in., $1.66; 
6-in., $2.08; 8-in., $3.56; 10-in. o» $5. 16 
per doz. pair. 


ICE SKATES.—There has been no 
change in price made on ice skates. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp—Rocker, 
oys’, bright finish, 75c. 
ek Half Key Cla mp — Rocker, 

omen’s and Girls’, bright finish, $1 
pair; Key Clamp—Hockey, Men’s and 
Boys’, $1.20 pair; Half Key Clamp— 
Hockey, Girls’, $1.40 pair. 


ICE CREAM FREEZERS.—A very 
satisfactory volume of business con- 
tinues to be booked. No change in 
price. 

We quote from jobbers’ stocks, 

f.o.b. Chicago: White Mountain, l- 

qt., $4.85 list; 2-qt., $5.65 list; 3-qt., 

6.75 list; 4-qt., $8.25 list; 6-qt., 
8-qt., $13.50 list; 
st; 


12-qt., $21.55 list; 
25.60 list; 20-qt., $33.20 list; 25- -at., 





42.60 list; Arctic, 1-qt., $4 list; 2-qt., 
$4.60 list; 3-qt. $5. 55 list; 4-qt., $6. 80 
$8. 60 list; 8-qt., $11 1.10 list. 


list; 6- -at., 
All the above less 50 per cent dis- 
count. 


INCUBATORS.—There is no change in 
price. The demand is excellent for in- 
cubators. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Incubators, 35 per cent 
discount; brooder stoves, 35 per cent 
discount: insulated chicken waterers, 
$3.25 each 

LANTERNS.—The demand continues 
steady, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 

LARD PRESSES AND SAUSAGE 
STUFFERS.—Prices are unchanged; 


the demand continues to be good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. s 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 

LAWN MOWERS AND GRASS 
CATCHERS.—A great many dealers 
who neglected to place their orders for 
lawn mowers earlier in the season are 


now coming into the market. Prices 
are unchanged. ; 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheels, $12.35 each; 
‘pall bearing, 4-knife, 10%-in. 
$10 each; 16-in. plain bear- 
4-knife, 10%-in. wheels, $8.65 
; 16-in. ball bearing, 4-knife, 9- 
in. wheels, $7.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; i6-in., ball bearing, 4-kKnife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 

Grass Catchers. — Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 2l-in. mowers, full 
packages, $9.60 doz.; plain bottom, 
canvas, for 18 to 21-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—There is a slight improvement 
noted in the demand, and prices are 
firm. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire nails, 
$3.25 per keg base; cement coated, 
$2.55 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
l-in. 


OIL STOVES.—Business is reported as 
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good. No change in price has been 


made. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list: new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, 935 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 
per cent discount. ts of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—Linseed oil ad- 
vanced 7c. per gallon. The balance of 
the staples remain the same. Sales are 
improving. 
We quote from jobbers’ 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, $1.37 
per gal.; 5-barrel lots, $1.32 per gal. 


Linseed Oil. — Boiled, barrel lots, 
$1. - per gal.; 5-barrel lots, $1.34 per 
gal 


$1.05 per 


Denatured Alcohol.—Barrel lots, 
65%4c. per gal.; steel drum, extra $6, 
returnable. 

White Lead.—100-lb. kegs, $16.75; 
50-lb. kegs, $8.65; 25-lb. kegs, $4.40; 
12%-lb. kegs, $2 25. 

Pid Paste.—Barrel lots, 7c. 


stocks, 


Turpentine. .—Barrel lots, 
a 


per 
Shellac.—(4-lb. goods), white, $3.50 
~~ gal.; orange, $3.20 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 


PYREX WARE.—Prices remain un- 


changed. Sales are holding up very 
well. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
Casseroles.— Round, No. 167, $12 


doz.; No. 168, $14 doz.; No. 182, $12 
doz.; No. 184, $14 doz. 

Casseroles. aval, No. 193, $12 doz.; 
No. 197, $14 doz 

Pie Plates. —No. 202, $6 doz.; No. 
203, $7.20 doz.: No. 209, $7.20 doz. 


Tea Pots. —2-cup, $20 doz.; 4-cup. 
$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 


ROLLER SKATES.—Future orders are 
in good volume. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union roller skates 
for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 
$1.40 per pair. 


ROOFING AND PAPER.— New ad- 
vanced prices are well maintained. A 


further rise is expected. Sales are 
good. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.05 per 
Square; best grade tale surfaced, 
$2.30 per square; medium talc sur- 
faced, $1.70 per square; light talc 
surfaced, $1.05 per square; red rosin 
sheathing, $62 per ton. 


ROPE.—The demand continues good, 
with sisal rope a very favorable buy at 
present prices. 


We quote from jobbers’ 
f.o.b. Chicago: 


stocks, 
No. 1 Manila Stand- 


ard brands, 23%c. to 25% ec. per | 
No. Manila, 22%c. per Ib.; No 
Sisal, 16%c. per Ilb.; No. 9 Sisal, 
15\%c. per Ib. 


SOLDER AND BABBITT METAL.— 
The demand continues good; prices are 
firm. 


We —_. Som jobbers’ stocks, 
f.o.b. Chica Warranted, 50-50 
solder, $42 ng 100 Ib.; medium, 45-55 
solder, $41 per 100 lb.: tinners’, 40-60 
solder, $40 per 100 Ib. : high speed 
babbitt metal, $20 per 100 Ib.; stand- 
a No. 4 babbitt metal, $14 per 100 


Reading matter continued on page 78 
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FLEXO JOINT 


| A Hinge Joint Fence 











CAMBRIA FENCE 


A Style of Fence to Meet Every Need 


HERE is a style of CAMBRIA 

FENCE to meet the requirements 
of every user of field fence—whether 
to turn horses, cattle, hogs, sheep, or 
poultry; for garden or orchard or any 
other purpose. It is a strictly high-grade 
fence, manufactured with care. It is 
uniform in its quality and will give 
satisfactory service to the purchaser. 


CAMBRIA FENCE is the type that 
is most in demand—the Hinge Joint 
Type. It is strong, flexible, and made 
of good, clean wire galvanized with a 
heavy, smooth coating of zinc that will 
not flake. The steel used is Bethlehem 
steel of the grade found by our metal- 
lurgical and technical departments to 
be best for the purpose. 


These Considerations are Important 


1. 1925 promises to be a good fence year. 
2. CAMBRIA FENCE will be well advertised in the fons ougene 
3. CAMBRIA FENCE is a high-grade product and can confidently 


be recommended to your customers. 


4. CAMBRIA FENCE is a Bethlehem product, and has available 
for its production the facilities and experience of a great steel 
producing and manufacturing organization. 


If you are not handling CAMBRIA FENCE and are interested, get in touch 
with your Jobber or write us direct for information. 


Other Bethlehem Wire Products include: Fence Staples; Wire Nails; Barbed 
Wire; Plain Wire; Galvanized Wire; Bale Ties; Barbless Twisted Wire. 


BETHLEHEM STEEL COMPANY General Offices: Bethlehem, Pa. 


Sal O ffi , NewYork Philadelphia Washington Buffalo Chicago Cleveland St. Louis Seattle 
ales ces. Boston Baltimore Atlanta Pittsburgh Detroit Cincinnati. San Francisco Los Angeles 


BETHLEHEM 
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HARDWARE AGE 


February 12, 1925 


Cincinnati Jobbers See Good Business Ahead 
—Spring Orders Now Going Forward 


(Cincinnati office of HARDWARE AGE) 


Hie this sea trade is fully up to that of last year 


at this season. 


throughout the winter months. 


Orders for spring shipment have been good, and job- 
bers are now making shipment of goods against these 


AUTOMOBILE ACCESSORIES.—Or- 
ders generally confined to goods for 
immediate shipment, though future or- 
ders are in better volume. Prices are 


steady. 

We quote from Cincinnati jobbers’ 
stocks: 

Automobile Tires.—Beaver fabric 
tires, 30 x 3%, $6 each; Beaver cord, 
same size, $7.50; Badger cords, $9.50; 
Beaver gray inner tube, 30 x 3, 95c.; 
a? gray inner tube, 30 x 3%, 


—— Plugs.—A. C. spark plugs, 
58c. each in lots of 10; A. C. for 
Fords, 44c, each in lots of 10. Cham- 
pion a 45c. each in lots of 10. Special 
assortment, A. C. 300 plug assort- 
ment, 220 A. C. Titan, 45c. each, and 
80 A. . for Fords, 36c. each; 150 
plug assortment, 100 A. C. Titan at 
50c. each; and 50 A. C. for Fords at 
38c. each. 


BOLTS AND NUTS.—Better demand 
reported, prices steady, and stocks in 


good shape. 

We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 60 
off; small, 60 and 5 off; carriage bolts, 
60 off; small, 55 and 5 off: stove bolts, 
70 and 10 off; semi- finished nuts, 
Ys-in. and smaller, 75 off; larger 
sizes, 65 off. 


BUILDERS’ HARDWARE. — Demand 
consistent, and indications point to a 
big season. Spring orders in fairly 
heavy volume. Prices firm and stocks 
adequate. 


COASTER WAGONS.—Spring orders 
in fair volume. Prices steady and un- 


changed. 

We quote from Cincinnati jobbers’ 
stocks: Auto-Wheel coasters, rubber 
tired disc wheels, size 12 x 28, $5.50; 
14 x 32, $6.43; 14 x 34, $7.03; 16 x 38, 
$7.73 each. 


CLIPPERS AND SHEARING MA- 
CHINES.—Orders satisfactory, stocks 


ample and prices strong. 

We quote from Cincinnati jobbers’ 
stocks: Stewart No. 1 clipping ma- 
chine, $14 list; one-man power shear- 
ing machine, $24 list; top plates No. 
90 and No. 360, $1.50 each list; bottom 
plates No. 99 and No. 361, $2 list. 
Dealers’ discount, 33% per cent. 
Stewart electric clipping machine, 
No. 85, pedestal type, $85 list; shear- 
ing machine, $100 list, f.o.b. factory 
Chicago, with 25 per cent discount to 
dealers. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Sales have been up to normal 
for the season. Advancing prices of 
sheets may soon be reflected in higher 


prices. 

We qoute from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$4.50 per 100° ft.; 28-gage, 3-in. corru- 
wage conductor pipe, $4.65 per 100 

3-in. corrugated conductor elbows, 
$151 per doz. 


GLASS.—Demand good, prices steady 
and stocks fair. 


Sales of jobbers during the month 

of January were slightly below the same month 
in 1924, but during the past few days a noticeable pickup 
is reported, and all indications point to a good business 





orders. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A and B first 
three brackets, 87 per cent discount; 
Double strength A and B, 86 per cent 
discount. 

GALVANIZED WARE.-—Demand good 
for spring delivery. Prices firming up, 
and advances are said to be contem- 
plated. Stocks in good shape. 


We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10- -qt., $2.40 
per doz.; 12- -qt., $2. ‘ea — doz.; 14- -qt., 
3 per doz.; 16-q $3.60 per doz.; 
ealventned tubs, No 1, $6.80 per doz. 


GARDEN HOSE.—Demand for spring 
shipments keeps up steadily and ship- 
ments are good. Prices firm and stocks 
adequate. 


We quote from Cincinnati jobbers’ 
stocks: Double’ braided, garden 
hose full length, «27 -in., 8%c. ft.; 
5.-in., 9%c. ft.; %-in., lle. ft.; in 
50-ft. lengths, %- in.. 10c. ft.; %-in., 
llc. ft.; %-in., 11%, c. ft. 


GARDEN TOOLS.—Demand for spring 
shipment continues. Jobbers also re- 
port shipments moving to dealers at a 


good rate. Prices firm. 

We quote from Cincinnati jobbers’ 
stocks: 

Hoes.—61%4-in. planter’s hoe, $7.40 
doz.; regular socket hoe, $8.85 doz. 

Rakes. —Cronk’s 14-tooth, $8.50 
doz.; cheaper, 14-tooth, $4.75 doz. ; 
best steel, 14-tooth, $8.40 doz. 

Spading Forks. —Cheaper, $9. 
y me medium, $15.25 doz.; best, $18 
OZ. 

Ha Forks.—Best grade, ,6-ft., 
$13.50; second grade, 6-ft., $12.25 doz. 


HANDLES (AGRICULTURAL).—De- 
mand from agricultural districts heavy. 
Prices strong and stocks in fair shape. 


We quote from Cincinnati jobbers’ 
stocks; 5%-ft. hay fork, $3.20 doz.; 
6-ft., $4.20; 5%-ft. bent, $3.80; 6- ft. 
bent, $4.80; 1%-cotton hoe, $2. 30 doz. ; 
1%- planter’s hoe, $3 doz. 


HAMMERS AND HATCHETS.—De- 
mand steady, stocks ample and prices 
steady. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy. Scout axes, $11.50 doz. 


LAWN MOWERS.—Orders plentiful 
for spring delivery. Stocks fair and 
prices strong. 


We quote from Cincinnati jobbers’ 
stocks: Common mower, 14-in., $5.15 
each; cheaper grade _ ball-bearing, 
$7.25 each; medium grade ball-bear- 
ing, $8.00 each: best grade ball-bear- 
ing, 14-in., $11.; 16-in., $11.50. 


NAILS.—Reported that further ad- 
vances will be made by mills, but noth- 
ing definite as yet. Demand steady and 
stocks in good shape. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $3.25 per 
Keg; cement coated nails, $2.65 per 

ee. 





The price situation is steady, and during the 
last two weeks there were no changes of consequence 
made by jobbers. 
manufacturers, but the policy is not to be too quick in 
putting higher prices into effect. 
ditions in the district are showing a steady improvement, 
and altogether the outlook for the hardware trade is 
good. Collections are uniformly satisfactory. 


A few advances were received from 


General business con- 


OIL STOVES.—Demand has been ex- 
ceptionally good. Stocks are fair and 
prices same as those in effect last year. 
PAINTS AND OILS.—Demand improv- 
ing steadily. Linseed oil prices steadi- 
ly advancing. Other prices steady and 
unchanged. 
We quote from Cincinnati jobbers’ 


stocks: Ready mixed house paints, 
$2.60 to $2.90 r gal. Linseed oil, 
single barrels, $1.26 per gal.; turpen- 


tine, in 2- barrel lots, 92c. to 94c. per 
gal.; white and red lead, in 500-Ib. 
kegs, 16%c. per lb. less 10 per cent. 


RADIO SUPPLIES.—Demand has been 
consistently active, particularly for 
crystal sets and parts. Prices are 


steady. 
We quote from Cincinnati jobbers’ 
stocks: “B”’ batteries, 22144 volt, 


$1.30 each; 45 volt, $2.44 each; B wet 
batteries, 24 volt, $4 each; Antennae 
wire, 42c. per 100 ae Battery charg- 


ers, Apco, $12.50 each: Foldbrae, 
$13. 85 each; G. G. . loud speakers, 
wae $12. 50 each; W20, 5 each; 


W50, $20 each, less 35 per cent. 
REFRIGERATORS. — Demand good, 
prices same as last year, and stocks in 
fair shape. 


ROLLER SKATES.—Spring business 
continues steady, with prices firm. 


We quote from Cincinnati jobbers’ 
stocks: Union Hardware Co.’s No. 
$1.62 pair; Nos. 4 and 5, $1.52 pair. 


ROPE.—Demand good, prices strong, 
and stocks fair. 


We quote from Cincinnati jobbers’ 
stocks: Best grades Manila, 231éc. 
lb.; sisal, 16c. Ib. 

ROOFING PAPER.—Demand steady 
and prices unchanged. Stocks in good 
shape. 

We quote from Cincinnati jobbers’ 
stocks: Standard brand, light, $1.05; 
medium, $1.30; heavy, $1.55; Holdfast 
brand, ‘light, $1.35; medium, $1.60; 
Sa $1. 85: slate surface roofing, 


SASH CORD.—Demand up to normal, 
stocks adequate, prices unchanged. 
We quote from Cincinnati jobbers’ 


stocks: Best grades, 80c. lb.; cheaper 
grades, 40c. Ib. 


SASH WEIGHTS.—Improved demand 
noted. Prices firm and unchanged. 
We quote from Cincinnati jobbers’ 


stocks: Cast iron sash weights, $2.15 
per 100 Ib. 


SCREWS.—Advances are anticipated, 
but nothing definite as yet. Demand 
slightly improved. Stocks in good 
shape. 

We quote from ag jobbers’ 
stocks: Flat head, bright, 80 and 
12% off; flat head, blued, 80 and 7 
off; round head, blued 15, 10 and 1 


off: flat head, brass, 75 and 10 off; 
round head, brass, 75 and 5 off. 


Reading matter continued on page 80 
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hold any profits for you: ( 


Thousands of live hardware merchants all 

over the country will answer “Yes!” YOU 

Merit— should be one of them. Steady, persistent 
plus good advertising in more than 800 leading news- 
advertising papers has made PANCO the best known, 
aa fastest-selling soling material on the market! 


Panco 
buying a 
national 


habit 








TRADE MARK REG. 


Half Soles—Heels 
and Strips — 


will show you a quick turnover—and a steady re- 
peat. There’s nothing like them—for durability and 
comfort. 


OUTWEARS BEST LEATHER 2 TO 1 


Easy to put on—but hard to wear out! Comes in sizes for 
men, women and children—in black or tan. 


Look for the Panco Trademark 


on every half sole—heel—or strip. If it doesn’t bear it, it’s 
not Panco. 


Your jobber can supply you— 
or write or wire us direct. 





Panco Co., Chelsea, Mass. 
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HARDWARE AGE 


February 12, 1925 


Consistent Demand for Staple Hardware in 


New England—Weather Curtails Retail Sales 


(Boston office of HARDWARE AGE) 

HELF hardware jobbing houses, although not taking 

as many orders as heretofore, are busy. They are 
adding numerous new lines for the purpose of stim- 
ulating retail trade and of increasing the field of the re- 
profits. Mill supply jobbers continue to report 
good business, with the bulk of buying by consumers, such 
The average retail 
hardware dealer evidently is going light on mill supplies. 
The heavy hardware business is only fair, according to 
It is becoming more and more evident every day 
that jobbing prices on steel mill products must be marked 
up, for the mills are slowly yet gradually lifting values. 
The past week witnessed an advance of $2 a ton in wire 
nails and wire products in general, bars and some of the 


tailers’ 


as machine shops, manufacturers, etc. 


jobbers. 


BARROWS.—It now appears that job- 
bers have booked a considerable barrow 
business for early delivery. 


We quote from Boston jobbers’ 
stocks: 

Barrows. — Wheel, 
stock, steel wheel, 
net; No 5, $5.75. 
4, $5. 75; ‘No. 5, $6. 


BROOMS.—Mixed stable brooms are 
approximately 50c. per dozen cheaper. 


from Boston 
No. 4, $5.50 each 
Wood wheel, No. 


— quote from Boston jobbers’ 
StocKSs: 

Stable brooms.—Mixed, No. 8, $10 
per doz. 





HAMMERS.—AlIll kinds and makes of | 


hammers are selling as well as could 
be expected at this time of the year. 
Retail stocks are fairly well assorted, 
but not heavy. 


We quote from Boston jobbers’ 
stocks: 


Vaughan & Bushnell line.—Nail, 
16-0z., No. 11%, 92c. each net; 12-o02z., 
No. 12, 87c. Ripping, 16-0z., Ze 

YR, 92c.; -oz., No. 12R, 87c. 
Pein, 16-0z., No. 0, 68c Garden City 
nail, 11%, 69c., 


polished, 16- 5% som 
black, No. 111%B Cc. 


Maydole ine—Carpenters, No. ze 
$11.03 per doz. net; No. 3126 
No. 711, $13.65; No. rina, 12°60 
No. 712, $11.81. 

Mechanics’ Hammers. — No. 70, 
$18.75 per doz. net; No. 71, $14.52; 


No. 72, $13.13. 
Riveting Hammers.—No. 40, $12.90 
a ‘aa net; No. 41, $11.29; No. 42, 


$9.9 

rz. Hammers, etc.—Heavy, un- 
der 60 per cent discount; over 
5 Ib., and 10 per cent discount. 


Stone ll 60 per cent discount, 
wood choppers, mauls, 60 per cent 
discount. 


HANDLES.—A slight advance, approx- 
imating 5 per cent, is reported in lead- 
ing makes of axe handles by both man- 
ufacturers and jobbing houses. 


IRON AND STEEL.—Jobbers intimate 
higher prices for bars are in the mak- 
ing, inasmuch as some of the leading 
rolling mills have advanced prices $2 a 
ton. Mills are reported as having se- 
cured heavy tonnages of steel mill 
products outside New England, but 
bookings from the trade here are back- 
ward. 


We quote from Boston jobbers’ 
stocks: 

Steel.—Soft steel bars, $3.25% per 
100-lb. base; flats, $4.15; plain con- 
crete bars, $3.5114: deformed con- 


| 
| 
i 
; 
} 
| 





minor 


minimum. 


cre te bars, $3.51%; tire steel, $4.50 to 
a 75; open- -hearth spring steel, $5 

nd $10; crucible spring steel, $12; 
hate. $4.011%4 to $5; hoops, $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3,26%; cold rolled steel, 
$4.05 to $4.55; toe calk steel, $6; struc- 
turals, angels and beams, $3.36; 
plates, $3.36% to $3.59. 

lron.—Refined iron bars, $3,26%4; 
best refined, $4.60; Wayne, $5.50; 
Norway iron rounds, $6.60; squares 
and flats, : 

Differentials. —Quality, lots of less 
than 1000 Ib. of a size, 50c. per 100 
lb. extra; lots of 1000 to 1999 lb., 20c. 
extra. 

of 


SCREWS. — Manufacturers cap 
screws have raised prices about 5 per 
cent, but jobbers have not changed 
their quotations, and, furthermore, indi- 


| cate they will not do so. 


We 
stocks: 
Wood Screws.—Flat head, bright, 
72% per cent discount; flathead, 
blued, 72% and 5 per cent discount; 
round head, blued, 70 per cent dis- 
count; flat ‘head, brass, 70 per cent 
discount; round head, brass, 67% 
per cent discount; flat head galvan- 
ized, 57% per cent ‘discount; flat 
head, nickel, 60 per cent discount; 
round head, nickel, 60 per cent dis- 
count. 

Machine Screws, Etc. — Machine 
screws, flat and round, hex., Nos. 1, 


quote from Boston jobbers’ 


2 and 3, 45 per cent discount; No. 4 
and larger, 50 and 10 per cent dis- 
count; fillister iron, Nos. 2 and 3, 


per cent discount; No. 4 and 
larger, 45 per cent discount; flat and 
round head, brass, Nos. 2 and 3, 40 
per cent discount; No. 4 and larger, 
45 per cent discount; fiillster brass, 
Nos. 2, 3, and larger, 35 per cent 
discount; coach screws, 45 per cent 
discount: set screws, including head- 
less, 70 and 10 per cent discount; cap 
screws, square and hexagon, 70 and 


10 per cent discount; lag screws, 40 
per cent discount. 
SHOVELS.—Because of the heavy 


snowstorms in this section of the coun- 


try there has been a belated buying | 


movement by the retail trade of wooden 
snow shovels, which exhausted jobbers’ 
stocks and necessitated their ordering 
more goods. 


We quote from Boston jobbers’ 
stocks: 

Shovels.—The followfng prices ap- 
ply to polished goods. Black finish 
cost $1 per doz. less. Prices are for 


doz. lots, net: 

No. 2 No. 3 
Ames brand ........ $17.14 $17.54 
Blair or Carter...... 15.26 15.66 
eo Mie ee ake kes 14.33 14.73 
| 13.39 13.79 
Massachusetts ...... 12.45 12.85 


Scoops are quoted as follows: 


important 

Wholesale and retail hardware sales last month not 
only were smaller than for December, but smaller than 
those for January, 1924. 
give indications of being even smaller than those for 
January. February, however, usually is a quiet period in 
the retail trade and devoted largely to inventory, and the 
annual convention and exhibition of the New England 
Hardware Dealers’ Association, 
generally believed that weather conditions have much to 
do with poor business, and that with warmer days and 
better going underfoot trade will be more brisk. Snow 
and ice still block many roads throughout New England, 
which tends to hold purchases by the farmer down to a 








items are higher than they were. 


Retail sales so far this month 


in Boston. It is quite 


Ame Carr 
RCA, dete. 6 oes al $17.76 $14.00 
Sy t \o wales Abs es OMe 18.15 14.38 
a WE Macatee a kwite om 18.54 14.76 
OE Sree ee 18.93 15.14 
EE eer 19.31 15.51 


6 
Snow Shovels.—Wooden, boys’, with 


tip, No. 67, “ Por doz. net; single 
steel tip, No. $7.60; double steel] 
tip, No. 69, $8.60: malleable tip, No. 


$9.70; nan $10.20; Pathfinder, 
$10.30. Ruggs line, steel, long han- 
dle, Hibbard, No. 500, $5 per doz. net; 
steel D-handle, $6 split wooden D- 
handle, $6. Massachusetts, ae han- 
dle, $8.75; malleable D-h > “~ = 
New Eclipse, galvanized, 9, 
$12.80; Menzie, spring steel, $12, 


SIDEWALK CLEANERS.—Thanks to 
the snow and ice retail dealers have 
had an opportunity to clean up some 
on their stock of sidewalk cleaners. 
Quite a few distributors have been 
obliged to reorder from jobbers during 
the past week. 
We quote from Boston jobbers’ 
stocks: 
Sidewalk oipanere. — Wallingford 
line, No. SCX $8.50 per doz.; No. 


$10; No. RESO $5.10. Swineford 
line, No. 375, $10. 


SLEDS.—Retail hardware dealers in 
nearby cities and towns evince little 
interest in next year’s supply of sleds. 
In contrast, dealers outside Massachu- 
setts, including Maine, New Hamp- 
shire, Vermont and some part of west- 
ern Massachusetts are placing business 
for late 1925 delivery, the new prices 
evidently proving attractive. 


We quote from Boston jobbers’ 
stocks: 


Fiexible Nos Line.—No. 1 “ee 
each, Be: , $3.17; No. 3, $4: N 
4, $4.3 Noe Pa 84 Racer, $4. ey 
Junior yj nnd $3.50. 

aie 2 hue Rage aa , $12 ne 
doz. 100, rap: "No. 150 
$15. 60; 3 200, $19. 20; No. 250, $21. 60: 
No. 300, $26 

Frame 0 52, $11.40 per 


doz., net; No. 54, $17.40. Clipper, No. 





2, $10.80; No. 4, "$14.40: No. 6, $18. 
Miscellaneous. '—Baby sleighs, No. 
0, $9.60 each. Boxes, No. 1, $44.40 


per doz., net. 
STEEL GOODS.—Jobbers here say that 
forward bookings of steel goods have 
been the largest in several years. Just 
the minute weather conditions become 
more open they will begin to make 
shipments. 
STEP LADDERS.—New prices on Two- 
In-One step ladders are out. No change 
is noted on the 8-ft. ladders. 
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Of Importance to Hardware Jobbers 


Your sales and repeat orders for Truck Casters depend 
upon the SERVICE the casters give. 


‘A representative automotive concern put it up to us 
to build an unbreakable caster. We investigated—found 
that 1,000 caster breakages a month was not unusual 
with some users. We studied requirements and built 
our now popular ‘‘YFORGE-STEEL CASTER’’— 


The First and Only Caster 


Unconditionally Guaranteed 


not to break in service—not for one year, two years, five 
years or ten years, but unconditionally, at any time, in 
service. 

Instead of making it of breakable material such as 
cast-iron or cast-steel, we build it of tested, unbreakable 


material, namely the best quality of forging steel. It is en- | 
tirely DROP-FORGED. All steel 





It is built without center-pin, bolt, nut, rivet or Drop-forged 
welded swivel. | No center bolt 

What is not there cannot go wrong. A standard steel No weak spots 
shaft is drop-forged integrally with the side frames. Ac- Easy running 


curate machine work and ball bearings make it free 
swiveling and easy running. 

Standard sizes—wheel diam. 3 to 6 ins. Jobbers sup- 
plied direct at prices that insure very satisfactory profits. 


Free swiveling 
Absolutely no breakage 









Dealers supplied thru Jobbers. 


KEYSTONE FORGING Co. 


NORTHUMBERLAND, PA. 
DETROIT NEW YORK SAN FRANCISCO 
347 5th Ave. 
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ARCADE 
TOYS 


“They Look Real” 








ARCADE JACK SETS appeal to the older folks 
as well as the youngsters. A game that will 
never grow old or distasteful. This set will fill 
the requirements of a first class ten-cent item. 
It includes ten nickel plated jackstones and an 
extra large lively rubber ball. These sets are 
packed in attractively coloured bage of red, white 
and blue and present a handsome appearance to 
the kiddies. 


Our jacks are better made because they are 
machine made; and although nickeled jackstones 
are used in the pack sets, the copper finish are 
also business getters that will make profits for 
you. 


(ee 
[+s 


yy  ——__" 


Dig up the business and rake in the profits with 
these sets. Your market for Arcade Garden Sets 
is limited only by the number of youngsters in 
your community. At the beach, lake-shore or gar- 
den they are always in demand. Get them out 
where the boys and girls can see them and watch 
your stock of these items move. If the children 
are interested, you have the most persistent sales- 
man in the world working for you. When dad 
or mother comes along, they are all ready to buy. 








See our exhibit of toys and hardware 
at Room 718, Hotel Breslin, New York 
Toy Fair, February 2 to March 7. 


Arcade Manufacturing Company 
Freeport, IIl. 
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Fundamentals of Successful 


Sporting Goods Merchandising 


(Continued from page 48) 








used, the kind of bait and the condition of the 
streams. If he is interested in photography, it is 
well to encourage him to get photographs of his 
catches and show these to others. This will make 
new customers and help to hold the old ones. An- 
other good thing is the handling of free game and 
fish laws, and also to wrap some good descriptive 
circular of new tackle with his purchase. 

“In our sporting goods department, footballs to- 
day play a very prominent part. In selecting the 
stock, it is important to stress quality, durability 
and utility. 

The Early Tennis Demand 

“The experience in selling tennis goods has dem- 
onstrated that it is well to get the stock in as soon 
as possible after Jan. 1, as there is a demand for 
fresh tennis balls to be used in dark hand-ball 
courts, where a black hand-ball cannot be seen. It 
also gives an opportunity to study any new addi- 
tions to the line, and be the first to show them to the 
tennis enthusiast. In handling rackets, quick re- 
stringing service should be carefully watched.” 


The Glorified Peddler 
By William Ludlum 
[ates meddler, the peddler, along with his pack— 





Must be taught to advance on—the right-about tack; 
To hit the long trail where all meddlers go 
Who meddle too much with the merchandise show. 
That meddler, the peddler, with all of his wares 
Must be taught to vacate the front and back stairs, 
To keep on his way while the walking is good 
To any old place but—our own neighborhood— 
That meddler, the peddler; 
That peddler, the meddler. 


That meddler, the peddler, that gold-plated saint, 
That glorified grafter who looks what he—ain’t— 
Had better keep moving—the highway is there 
And there’s plenty of room if he’ll just onward fare; 
We have no objection if sprinting’s his game; 
If he’ll only keep going, we’ll sanction the same 
And give him the roadway; but when he insists 
On selling the township—it’s time he desists!— 
That meddler, the peddler; 
That peddler, the meddler. 


That meddler, the peddler—the sleek and the wise, 
Resplendent as “kink” of the glorified guys, 
Relies on his raiment and silver-tongued art 
To pry a foothold in each innocent heart, 
To sell while the spell of his presence enthralls 
The housewives who bask in his smile when he calls; 
That meddler, the peddler, had better get hep 
That we’re wise to his methods and dogging his step— 
That meddler, the peddler; 
That peddler, the meddler. 


That meddler, the peddler—no, he’s not a joke! 
A something to laugh at and pleasantries poke; 
He’s out for your hide, Mr. Storekeeper man, 
And he’s stealing your profits right up in the van; 
He sells what you should sell, but—you pay the rent; 
His cost to do business is nothing per cent, 
And he’ll keep at his traffic—as long as the way 
Is open—so stop him!—Do something today! 
To “can”— 
That meddler, the peddler; 
That peddler, the meddler! 
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I think one of the big reasons for this is because 
of its beauty. Beauty always appeals to women. 
In this I agree with Addison when he said: “There 
is nothing that makes its way more directly to the 
soul than beauty.” A hardware dealer can make 
beauty pay dividends if he knows how to utilize it. 

We do not expect our aluminum ware to work 
miracles on its own accord. We know that if we 
would hide it behind counters it would accumulate 
dust waiting for people to come in and ask for it. 
It would prove more of a liability to our store than 
an asset. 

We, however, capitalize on its adaptability for 
display purposes and give it prominent and fre- 
quent space in our windows. We have a purple 
plush background for our windows and this har- 
monizes especially well with aluminum ware or any 
other product with a highly polished silver-like 
finish. 

In full view, upon entering in the center of the 
store, two display stands are kept attractively filled 
with the most popular selling utensils. Each stand 
holds approximately $150 worth of ware, figured 
at retail value. In addition to these stands, a rep- 
resentative stock is prominently displayed on shelv- 
ing immediately to the left of the entrance. 

To the right, as you enter, the small ware, such 
as jelly molds, strainers, cups, funnels, salt and 
pepper shakers, etc., are displayed on tables. 

We feel that through our prominent and fre- 
quent window displays those people who regularly 
pass our store soon become’ impressed that we are 
headquarters for quality aluminum ware. After a 
customer has entered the store, this same impres- 
sion is strengthened. 

But we do not rely upon window and inside dis- 
plays entirely. There are many prospective cus- 
tomers who seldom see our displays, so we regu- 
larly run ads in our local newspaper. 

In advertising, as in war, we believe there is 
more to be gained by persistent and steady attacks 
than in hit-or-miss plunges. Therefore, we are 
following a consistent campaign. And, of course, 
we are carrying out our idea of appealing to the 
woman trade. With this thought in mind, we have 
contracted for advertising space on the society page. 
This page, as you know, is of particular interest to 
most women. 

Here, briefly, is what we do: Every Friday and 
Tuesday we feature two small ads, one column wide 
by 2 inches deep. We use illustrations, a concise 
description of the items, and the price, and, of 
course, a prominent logotype of our name at the 
bottom. 

The little ads are, in a sense, saying to the 
women: ‘“Howell’s is headquarters for quality 
kitchen ware. They also must have other good 
things we women need.” 

We also frequently distribute literature which, 
like the electrotypes used for the ads, are fur- 
nished by the manufacturer. We usually have the 
distribution taken care of by the Girl Scouts of 
Dixon. The charge is nominal. And we find that 
girls are much more reliable for this kind of work 


than boys. 











Eveready display case 
and cash register are 


working partners 


W. F. Bevitt & Company, Logan, W. Va., 
understand the psychology of sales. Read how 
they placed their Eveready display case close 
to the cash register, with telling results: 
“When we received our Eveready Flashlight 
display case, we placed it on a counter directly to 


the right of the cash register. This is the story of 
why we did this and why we are keeping it there. 


“We find that a majority of men on entering 
will come right down the aisle of the store. Also 
a great many, on making a single purchase, will 
buy more than one item if there is some way of 
getting their minds off the first purchase. 

“While the customer waits for change, the Ever- 
eady display case is staring him in the face—a 
silent salesman. This is a great reminder. They 
become interested and often buy a flashlight. <A 
great many sales result in this way.” 


What selling stunt have you used that has 
proved effective? We'd like to hear from you. 
Tell us the story in your own words and send 
a picture along if possible. Eveready Flash- 
lights and Batteries are ever-steady profit 


makers. 

Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
NEW YORK SAN FRANCISCO 
Atlanta Chicago Dallas Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


FLASHLIGHTS 
iy BATTERIES 


they last longer 
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Chicks 


fewer losses 
from disease 





“1 never lose any of my chickens with white diarrhea 
that are hatched from the Queen,” wrote Mrs. Bessie 
Taniges, Herrick, Ill. “I have a Queen Incubator that 
has been used since 1907—bought it second-hand six 
years ago and have used it ever since. I would not give 
the Queen for any two machines of any other make I 
ever used.” 


It is a fact—testified to by Queen users all over 
America—that chicks properly hatched are half raised. 


Turn your attention to the lines in which business is 
good. We will help you organize an Incubator Depart- 
ment and show vou how to make it pay. Ask us how 
we help 


QUEEN INCUBATOR CO. 
1124 North 14th St., Lincoln, Nebr. 
































Locks Tight at Any Angle 
That’s why it sells! 


Women want the Monarch Casement Check because it 
permits casement windows, transoms, chest and window 
seat lids to be opened or closed and securely locked at 
any angle desired. On casements, requires only 2 inches 
space between sash and frame. Stops slamming, rattling 
and noise. Copper against steel at all friction points 
assures long life, efficient service. 


FREE MANUAL contains information that helps you 
sell—gives complete list of finishes. 


Monarch Metal Products Co. 
4900 Penrose St. St. Louis, Mo. 





Also manufacturers of Monarch Automatic Casement Stay, Mon- 


arch Control Lock and Monarch Surface Bolts. 


MONARCH 
CASEMENT CHECK 
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We sell only one brand of aluminum ware. We. 
say “sell” because we also carry a few cheap items 
merely for making comparisons and for those peo- 
ple who insist upon buying on a price basis only. 
We have concentrated on one line for the past six 
years and results indicate that we must be on the 
right track. 

By placing our orders with one company, we re- 
ceive much better cooperation than if we dealt with 
a larger number. Such concentration is also the 
best guarantee for prompt delivery. 

Our yearly business on our quality aluminum 
ware has averaged about $2,600 for the past five 
years. Considering Dixon is only a town of 8000 
population, this is considered a pretty good figure. 

If we were to charge all of our advertising on 
aluminum against our aluminum sales—although 
this would be most illogical, as our store in general 
is given publicity in all of these ads, saying nothing 
about the other sales that the women who are 
drawn by our aluminum ads make—it would still 
be one of our most profitable lines. 

Mr. Howell, the owner of the store, is just past 
sixty and laughingly admits that the biggest thing 
he has ever learned is that there is always some- 
thing more he can learn. This, in a measure, sums 
up the secret of his success and gives the reason 
why his store stays so young in spirit and up to 
date in merchandising methods, although it is old 
in years. 

One visit to Mr. Howell’s store will reveal that 
he is not merely a storekeeper but a merchant 
in its broadest sense. He has been successful be- 
cause he is constantly studying and applying good 
merchandising ideas to his business. 

Through careful buying and honest selling, the 
E. N. Howell Hardware Company has gained an en- 
viable reputation for dependable merchandise. Al- 
though it is the policy of the company to replace 
or refund the purchase price of any merchandise 
that does not give the customer satisfaction without 
argument or question, very few articles are ever 
returned. 





Combating Mail Order 
Competition 


OMBATING the competition of the mail-order 
+ houses is always a subject of vital interest to 

hardware merchants. M. C. Petersen & Sons, 
Charlotte, Iowa, beat this menace at its own game. 
This firm states: “We find the best way to fight the 
mail-order houses and get the cash business is to use 
comparison price advertisements in our local papers. 
When the farmer can see he can buy just as cheap at 
home he will not send away. If also every retailer 
would fight for the cash business gotten by the mail- 
order house, and cut out the credit business, the mail- 
order competition would be of no account.” 

This firm frequently takes some standard hardware 
article and quotes prices in comparison with the offer- 
ings on the same item published by the mail-order 
firms. For example, they recently featured a well 
known food chopper in several varieties. Petersen’s 
prices proved to be 15 cents less on the average. The 
advertisement was headed “Cheaper on Price Right at 
Heme.” 
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The Traveling Salesman’s Part 
in Distribution 





(Continued from page 63) 





and sales managers he would not feel very proud of | VTEN e hardware man comes 
himself. into The Mechanics & Metals 
As I have stated above, these advertising men and National Bank of New York he 


sales managers are discussing not the first class of 


salesmen I wrote about nor the second class, but they is at home. Here he meets 








have in mind the army of Class A morons in all lines friends who know how he does 
who are traveling. This class of salesmen are bring- ° 

ing discredit upon the entire system of selling goods business, who know what he 
by salesmen. Allow me to repeat, in concluding this wants and who know how to 
article, that I do not blame these salesmen. They do provide for those wants. 

not know any better. They have not enough men- 

tality to realize what they are doing. They never 

think about the science of distribution. Their theory Le ; 

“ep : t us demonstrate our knowledge of your 
is, if they lose the job they have they can grasshopper Susinase the nent time younceme te thecley, 
to some other job—why worry? or write us and permit us to visit you, 


The entire trouble is that the United States today 
is suffering from too many poor salesmen. The Class 
A moron salesman is overdone. What we need is 
fewer salesmen and better ones—more salesmen who THE: 
can command the respect and attention of the retail 


merchants and who can present manufactured lines MECH ANICS & METALS 


as they should be presented. It stands out as a 


glaring fact that the salesman who simply travels 
about and cation down items that are called off to NATIONAL BANK 











him from the want book by the retail merchant is not OF THE CITY OF NEW YORK 
worth his salt. This class of work is not worth what 
the jobbers of the country are paying for it. This Deposits June 30, 1924, $288,000,000 








waste must and will be eliminated. If it is not done 
by the jobbing trade themselves, it will be done by 
the auctioneer who works under a red flag. 
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STAR 


HACK SAW 





The Hardware Dealer will 
again look to the “Stars” for 


the standard of quality in hack- 
saw blades for 1925. 





(Keystone View) 


The Oldest Razor Blades 
in the World Makers Since 1883 


HESE are in the University of Pennsylvania 


‘Fao Philadelphia, Pa., and are real CLEMSON BROS., INC. 


curios. The blades, made of obsidian, a vol- Middletown. N. Y 
canic glass, were found by the joint expedition of et, ee 
the British Museum and the U. of P. Museum, at WE HAVE SOMETHING TO TELL YOU 
Tell-el-Obeid, 4 miles from Ur of the Chaldees. ABOUT HACK SAWS. WRITE FOR 
As determined, it is said they are the oldest BOOKLET 


found, being over 6000 years old, or 2000 years 
before the time of Abraham. 
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Merchandising Practises Discussed at Indiana Convention 


F. C. Reimold of South Bend rather 
summarized the total discussion in his 
remarks. Mr. Reimold said that hav- 
ing given the prospective buyer an in- 
vitation to come into the store through 
the medium of advertising and window 
displays, our first duty is to serve and 
serve in a way that will make him feel 
when his errand is completed he has 
exercised his judgment to the best of 
his ability and spent his money wisely 
and all in a time-saving manner. 

The small merchandise tables will do 
much toward the accomplishment of 
these things. They will: 

1—At a glance tell the price. 

2—Make possible the self-serve idea 
that is becoming popular. 

3—Allow handling and inspection. 

4—-Seggregate the various items that 
permit of a quicker and more accurate 
decision, saving the customer’s and the 
salesman’s time. 

5—Offers suggestions and result in 
increased sales, both from display ta- 
bles as well as from other merchandise 
stocks. 

He further had figures to show that 
merchandise on display tables showed 
a faster stock turn than merchandise 
displayed in any other way and also 
pointed out the decided advantage in 
that the small items displayed on tables 
almost invariably resulted in paid sales 
and no deliveries. He gave as an exam- 
ple in his own store he had increased 
the sale of small electrical merchandise 
twenty times by the use of tables and 
cited a particular instance of fuse 
plugs, stating that previous to the em- 
ployment of tables he had sold approx- 
imately 500 fuse plugs per year and he 
was now selling better than 200 per 
month. 

The subject of the talk by President 
George M. Gray was Opportunity. He 
prefaced his remarks by telling briefly 


(Continued from page 59) 


Russell Conwell’s story “Acres of Dia- 
monds,” and likened the hardware man 
to the hero of that story who sold his 
farm to raise money to search for a 
diamond mine, and after many years 
when his money was all gone, the dia- 
monds were discovered on the farm 
which he had sold. Mr. Gray pointed 
out that the hardware man is missing 
many opportunities in his own store 
and cited as an example many special- 
ity items that naturally could find their 
lace in the hardware stores, but which 
ave gone to the garages, the drug 
stores and the dry goods store. 

In commenting on the opportunities 
in the hardware business today, Mr. 
Gray said that a good many dealers 
neglected their opportunities and gave 
as a reason that they were small deal- 
ers and lived in a small community. 
He cited the example of one man living 
in a small town in Pennsylvania of 
not over 1200 people who had a volume 
of nearly $100,000 sales annually. 
Another in Ohio in a small town of 
about the same population that does 
an equal amount of business. In 
concluding, Mr. Gray said, “I am told 
by — that trade in the past year 
has not been up to that of former years. 
This gives us an opportunity to con- 
sider and take account of stock. In 
the next five years we will see the most 
flourishing times all over the United 
States. The retail hardware men are 
being united as never before and as a 
result of this union of effort, many for- 
tunes will be made, if we follow a well 
thought out and intelligent system. 
Energy, kindliness, ability and the 
most entire courage is the secret of 
success.” 

W. H. Farley, in the closing discus- 
sion of the convention, warned of the 
danger of hardware men having a too 
technical knowledge of their business 


and not enough human knowledge of 
their merchandise and the customers 
of the store. He also said that the 
hardware men take their employees 
into their confidence and through the 
employees become better acquainted 
with the customers themselves and 
their needs in the community He said 
that a bigger volume of sales would 
come more surely through the develop- 
ment of the salesmen rather than the 
reaching out for new customers and he 
used the expression of diversified hard- 
ware, comparing it with the govern- 
ment educational program for farmers 
along the lines of diversified farming, 
urging hardware men to put in more 
specialty items that were needed in the 
community, such as electrical equip- 
ment, sporting goods and such items. 

During the four days of the conven- 
tion, nearly 150 exhibits were main- 
tained by manufacturers and jobbers 
in the Cadle Tabernacle in Indianap- 
olis and the convention program was so 
arranged that every afternoon was 
open for the hardware dealers to visit 
the exhibits. The educational element 
of the convention was carried out in 
exhibits and many practical examples 
of stock display could be seen at the 
various booths. 

On Thursday evening, the members 
of the Indiana association, together 
with the exhibitors, gave a dinner- 
dance at the Claypool Hotel, at which 
over 500 were present. On Friday 
forenoon, the last day of the conven- 
tion, the resolution committee brought 
in their reports covering recommenda- 
tions on ratification of the child labor 
law, the support of district meetings 
of the retailers, simplification program 
as outlined by the National Retail 
Hardware Association and approval of 
the fight of HARDWARE AGE against the 
menace of the house to house canvasser 
and peddler. 





Big 


Increase in Production of » 


Hand Tools 


(Washington office of HARDWARE AGE) 


HE Department of Commerce an- 

nounces that, according to data 

collected at the biennial census of 
manufactures, 1923, the establishments 
engaged primarily in the manufacture 
of hand tools, other than edge tools, 
files, and saws, reported products valued 
at $123,160,303, an increase of 74.6 per 
cent as compared with 1921, the last 
preceding census year. Of this total, 
$15,841,086 was contributed by estab- 
lishments engaged primarily in the 
manufacture of shovels, spades, scoops 
and hoes; $8,300,879, by those whose 
principal products were carpenters’ 
tools; $43,655,553, by manufacturers of 
machinists’ tools; and $55,362,785, by 
establishments engaged in the manu- 
facture of all other classes of tools 
(such as tools for bakers, canners, con- 
fectioners, coopers, glass workers, iron 
workers, jewelers, lumbermen, street 
pavers, stone and marble workers, and 
plumbers) coming within the scope of 
the industry. 





In addition, these classes of tools 
were manufactured to some extent as 
secondary products by establishments 
engaged primarily in other industries. 
The value of such tools thus produced 
outside the industry proper in 1921 was 
$6,193,527, an amount equal to 8.8 per 
cent of the total value of products re- 
ported for the industry as classified. 


New York Leads Industry 


Of the 700 establishments reporting 
for 1923, 109 were located in New York, 
82 in Massachusetts, 77 in Ohio, 75 in 
Pennsylvania, 73 in Illinois, 55 in Mich- 
igan, 47 in Connecticut, 46 in New 
Jersey, and the remaining 136 in 22 
other States. In 1921 the industry was 
represented by 714 establishments, the 
decrease to 700 in 1923 being due to the 
loss of 181 establishments and the addi- 
tion of 167. 

Of the 181 establishments lost to the 
industry, 66 had gone out of business 
prior to 1923; 15 were idle during the 
entire year; 81 had been engaged pri- 





marily in the manufacture of tools in 
1921 but reported other commodities— 
electrical apparatus, foundry and ma- 
chine-shop products, cutlery, etc.—as 
their principal products for 1923 and 
were therefore classified in the appro- 
priate industries; and 19 reported prod- 
ucts valued at less than $5,000. (No 
data are tabulated at the biennial cen- 
suses for establishments with products 
under $5,000 in value.) Of the 167 es- 
tablishments not previously classified in 
this industry, 122 were new to the cen- 
sus and 45 had been engaged primarily 
in the manufacture of other commod- 
ities—agricultural implements, foundry 
and machine-shop products, machine 
tools, saws, etc.—in 1921. | 


Bridge & Beach Elect Officers 
. for 1925 


Directors of Bridge & Beach Mfg. 
Co., 4204 North Union Boulevard, St. 
Louis, Mo., recently elected the follow- 
ing officers: Hudson E. Bridge, chair- 
man of the board; L. H. Booch, presi- 
dent and manager; Henry C. Hoener, 
vice-president; Laurence D. Bridge, 
vice-president; George Leighton Bridge, 
vice-president; A. F. Gammeter, treas- 
urer, and Louis H. Riecke, secretary. 
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810-812-814 WASHINGTON AVE. SLLOUIS 











SCHROETER BROS. HARDWARE CO. 


(Patentees and Manufacturers) 





) CHR 4 Write for MAIL ORDERS NOW 
chroeter’s 
OETE R Specialty Catalog For Delivery Later 


No. 10 Grater 
i) 


“HOME” CHERRY STONER No. 150 


Removes the Stone and Will Not Crush the Cherry , 








Price List No. 1500 Grater 





> 
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Driven 


SCROLL-SAW 








Write for Complete 

Catalog of Scroll-Saw 

Supplies, Patterns and 
croll-Saw Wood 
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This Suggestion Will Aid 


Coes Genuine 


Steel - Handle Wrench 


Customers to Remove Rusty Nuts 


Every now and then you hear some customer say: “It 
seems impossible to remove that nut.” Reference being 
made to a nut that has been tightened securely and after 
a long time has become rusty with idleness and age. 
Obviously the aim is to remove it without injury to the 
nut or the bolt. 


The easiest way is the best way. Advise the customer 
to oil freely and allow the oil to stand long enough to 
work its way into the threads of both nut and bolt. 


Ask your Jobber 
COES WRENCH. COMPANY 


“In Business Since 1841” 


Worcester Mass. 


Then use a Coes All-Steel Wrench sufficiently large to 
afford ample leverage. Adjust the ball-bearing screw 
until the jaws set deeply and fit squarely over the entire 
nut. Then tighten until there is no “play,” retaining 
thumb hold on screw. 


Now apply full pressure in direction to release nut and 
watch that nut move. Your customer needn’t worry about 
the “Coes”—a 12 inch size has withstood a testing strain 
of 1790 pounds. No human being could ever exert such 
pressure. 


for Coes Wrenches 


Selling Agents 


J. C. McCARTY & CO. 29 Murray St., New York 
JOHN H. GRAHAM & CO., 113 Chambers St., New York 
FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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CLINTON 


Bronze Screen 


Wire Cloth 


When the first 
copper screen wire 
cloth was made it 
was believed thatthe 
acme of perfection 
was reached, that 
this pure metal rust 
resister was 100% 
efficient. The solu- 
tion of the problem 
of manufacturing 
absolutely rustproof 
and durable screen 
wire cloth, however, 
took the process one 
step farther and re- 
sulted in the produc- 
tion of bronze cloth. 





Clinton Bronze 
Screen Wire Cloth 
is made of wire 
which is an alloy of 
non-corrodible 
metals of which 
copper represents 
about 90 per cent. 
It has the tensile 
strength to prevent 
sagging or bulging. 


American 
Wire Fabrics 
Corporation 

Subsidiary of 

Wickwire 
Spencer Steel 
Corporation 
General Offices: 

41 E. Forty-second St. 

New York 


Western Sales Office: 
208 South LaSalle St. 
Chicago 
Worcester, Buffalo, Philadel- 


hia, Cleveland, Detroit, San 
rancisco, Los Angeles, Seattle 
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We have never at- 
tempted to manufacture 
our rivets to sell “‘at a 
price, as we have 
always felt that we 
were rendering the ut- 
most service to the 
actual consumer by pro- 
viding the best article 
of its kind that can be 


made. 


KKUUT TTT 0 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


is 
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CThe __ 
GREY GOOSE 


Alaska’s beautiful 
enameled super-freezer 








Every housewife wants Alas- 

ka’s beautiful new freezer, 

enameled inside and out to 
preserve the wood 


LASKA’S latest model is the lovely Grey 
Goose freezer, heavily enameled a beau- 
tiful French grey. This freezer has all the 
Alaska points of superiority, and its coat makes 
it the handsomest freezer on the market, as 
well as most efficient, while the paint protects 
the wood from the action of the brine and 
greatly increase its insulation. 


Four minute freezing is a feature of the Grey 
Goose, as of all Alaska freezers. It has covered 
mechanism, as all Alaskas have, to prevent 
pinching of fingers. It has the famous Alaska 
open-spoon dasher that whips the cream to 
delicious smoothness. 


The Alaska Grey Goose comes packed in 
an individual carton—this means an at- 
tractive clean freezer for your trade. In 
sizes 1, 2, 3, 4, 6, 8 and 10 quarts. Write 
us for prices. 


THE ALASKA FREEZER CO., INC., 
Dept. B2, Winchendon, Mass. 


Makers of the regular Alaska, the Alaska Cottage Special, 
the Alaska North Pole and the Alaska Household Electric. 


a 








The famous Alaska 
open-spoon dasher 
makes delicious ice- 
cream in four min- 
utes. 
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Head the List 


for Year Round Sales 


The requirements of the home represent a 
market the hardware dealer cannot afford to 
overlook. The sales of housewares and fur- 
nishings lead the procession in building a sub- 
stantial community trade for the neighborhood 
store. 


If you have not already planned to handle 
this type of merchandise it will pay you to 
consider the advantages the superior sales fea- 
tures of Challenge Refrigerators offer. 





r , -- Made of the highest 
| quality materials by 
skilled workmen. In- 
corporated in their con- 
struction are improve- 
| ments that add to their 
ethciency and _ beautiful 
designs. 
No. 8939 CHALLENGE 
1 “ICEBERG” Ash Case, 
One-Piece Porcelain Lined 
3-door Refrigerator. 45” 
4 high x 32” wide x 19” deep. 
& Can also be furnished with 





water cooler and rear icing 





No. 8939 CHALLENGE Ash case and All Porcelain ex- 
terior Refrigerators are made with a One-Piece Seamless 
Porcelain Lining. The metal is formed up and joints made 


solid by Oxy-Acetylene Welding process. Linings are coated 
with three coats of vitros porcelain enamel. 


door. 


Styles and sizes are standardized and con- 
densed to only fast-sellers. Stocks are always 
on hand to take care of orders promptly. 


‘““We Can't Build All of Them, So We Build Good Ones.” 








GRAND—Table Top 
: Styles. Three provis- 
— ) ion shelves. Made in 


No. 18959 ALL PORCELAIN three popular sizes. 
EXTERIOR—48” high x 36” Also furnished with 
wide x 20” deep. One-piece 
Porcelain Lined. Can be fur- 


nished with rear icing door. door. 


cooler and rear icing 


Ask your Jobber to quote you or write us for details 


Challenge Refrigerator Co. 
Grand Haven, Mich. 
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TEGCO 


=(Glass Hardware= 


This new modern merchandise 
creates new and profitable business 
for you. 


Genuine Hand-Cut Glass Door 
Knobs 








(Design patent appl.+d for) 





Cut actual size of 214” 
The knobs are mounted in solid cast 


Is made with an extremely hard, sharp, du- brass shanks with wrought or cast 

rable flint quartz, fixed to tough flexible long- brass roses. 

fibre paper, with first-quality hide glue. i er eer 244” 
ER 60k ick on beeen’ 134” 


Note microphotograph above, of the sharp, 
even grits used, and the picture below show- TEGCO Door Fasteners 


ing an enlargement of a bit of our paper 
about the size of a flax seed. 


Ruff-Stuff is a scientific product made under 
watchful laboratory control, by men of many 
years’ experience. 


Send for free sample book and illustrated 
price list. 


“Wasser Absives@ 





No. 721E Crystal 
Glass 





No. 821E Opal 
Glass 


At a glance you can readily see the advan- 
tages and beauty of these door fasteners. 


The above “NEW” goods are made in our 
own factory. They are of the highest qual- 
ity glass and the very best of brass trimmings. 


For sale by all leading jobbers in U. S. 
and Canada : 


- Write us for name of nearest distributor. 
Manufactured exclusively by 
Technical Glass Company, 


Incorporated 
2050 East 48th St., Los Angeles, California 
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The“Customers” Who Send a Friend 


Some of those “Customers” we ‘have been mentioning 
here week after week are getting into action. We under- 
Te ee, stand they have been boosting “Perfect” Screen and 
LWOLOWSAYLOK Hardware Cloth. All the neighbors are talking about its 

WIRE rf] quality and fine appearance and passing it on to their 
L UU. friends. 


It started some time ago when our Dealer Friends in- 
sured themselves against dissatisfied customers by selling 
better Wire Cloth. 


Day ¢ \ 
WIRE CLOT® 


il 


NIKOLITE 


a 
ee 
% 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


If you are not meeting these folks ask your Jobber to 
tell you about “Perfect.” 


QUVUVUA AOA UELOE EOE TOTANHUATA UTES ATTN 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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GRIFFIN— 


Che hinge noted (or clo 
lasting beauty and enduring 
otrength——that ic made 
from the finest oteel of 

our own Aolling mille and me 





Hinges are 
made in a wide variety 


produced with Che precice cae te ane 
of all types of building 


’ , ’ construction. We also Manufacture 
uniformity of automatic 


Cellar Window Sets, 


. Griffin Hinges are Haspe and Safety Haaps, 
machinery. made entirely in our Door Handles and Door Holders, 
own mills—each butt Brackets, Push Plates, 
wrapped in moisture Drawer Pulls, Door Stops, 
proof paper and packed Sash and Screen Lifts 
one pair in a box with Barrel Bolts, Corner Braces, 
screws to match. Corner Irons, Washers, eto. 


/ 


GRIFFIN MANUFACTURING CO. 


A5 Warren St.NewYork ERIE > PEN NA. 74w. Lake St.,Chicago, Til. 
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Myers Sure Lock Sling Unload- 
ers meet every modern unloading 
ae demand, and lead the procession 
“e where speed, ease of operation, large 
capacity and uniform service are 
i essential. All of these qualities have 
been abundantly provided for in 
3 Sure Lock design, construction and 
25 refinements. Just another concrete 
example of experience maturing in- 
to reality for the benefit of those 
Be who sell as well as those who reap. 
| It is easier and more profitable 
to supply your customers with the 
best. Haymakers, year after year, 
unmistakably show their preference 
for Myers Hay Unloading Tools. 
This continued popularity from 
season to season, this growing dis- 
tribution with each passing harvest, 
clearly marks the dividing of the 
ways, and is a safe guide for the 
dealer to follow in choosing a line 
of hay unloading tools for 1925. 








Specifications are now being entered 
by us for Spring Delivery. Catalog, 
prices and terms on request. 


| ™e F.E.MYERS & BRO.o. 


HAY TOOL WORKS |i 
: ASHLAND, ME 





DRAFT ROPE 
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ling Unloader 
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TRIP CAR 
TOANY 
ELEVATI 
OF LOAD 


‘ 


FOR STEEL Of 9% 
WOOD TRACK 


eee 
seeeeee 











f 


Which hod Would You 
Rather Carry? 
sutaleny ‘wouldn't want to carry & a hot that 
dripped water all over your shoul 
You would choose a Never Drip & Steel _ 
one-piece ends. 





with its 
whistling on your way while he other fellow 
sulked. 


There are lots of hod carriers in - town 
who are — the discomforts o 
leaky hods s sings because they have eo 
shown the e and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 























ASK FOR SAMPLES OF VAUGHAN’S 
*“‘NO-CHIP”’ white Enameled Handle kitchen 
tools—Pan Cake Turners, Basting 
and Mixing Spoons, Ice Picks, Etc. 
They neither peel, chip nor 
crack. 









/ Samples and catalog sent upon request 


VAUGHAN NOVELTY MFG. CO. 
3215 Carroll Ave., Chicago 
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Here is another style—the Angular Cutter with 
the cutting jaws set at an angle of 30°. Easy to 
get at out-of-the-way places. Saves stooping 
and reaching. One of the several types of 
PORTER BOLT CLIPPERS for cutting bolts, 
rods and wire. Also tools for splitting nuts and 
cutting hard chain, 


H-K- PORTER a 


2?\\ At) EVERETT ASS. 
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BY 
BRIDGEPORT, CONN. 






THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn. 


Representatives: 
George E. Quigley, Detroit 
Dan M. Bell, Dallas, New Orleans 
Milton Pray Co., San Francisco, Los Angeles, Seattle 


SSS SSNNSS SANSA NRNANANASSANVPPASVSAVAVAVAVAVANRAVVQAARQLARAQAARLLNASNS 


SSS SSS SASSSSSSSSSSsSBSBSBSS{SBSSBSsSSSSBRNBVSs Ves Vs‘ PS Bs sss sssasss 


* 


4 


SVSsS SS SSS Ss Ss Ss ss sss ss, SPSS BsS SsSSBsSSSVSs SVs SAsssSssSsssss sss ssssssgsssssssssssssssssa sas 









‘ Torre 














Pamter's Trestle 


4 





Painters, Decorators 
Machinists, Millwrights 
Carpenters, Farmers 
Roofers, Steam Fitters 
Window Cleaners, 
Housewives, Etc. 


ee SPRUC LADDERS 


te Fee a Pee — ee — Om Oe On Ge On oP 
Send for Catalogue and Price List BATH,N.Y. U.S.A. 
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SALE OF NAVY SURPLUS 
BY PUBLIC AUCTION 


at the 
NAVY YARD, PHILADELPHIA, PA. 
at 


10 A. M. (Eastern Standard Time) 26 FEBRUARY 1925 





ZO SQC YS 
ZO HOC YD 





THE FOLLOWING APPROXIMATE QUANTITIES OF MATERIAL WILL BE OFFERED: 


1,942,000 lbs. Ferrous Metals. ' k:lectrical Material, including Storage Batteries; 52,150 
45,000 lbs. Non-ferrous metals. Electric Lamps; 3410 Electric Vibrating Bells; 312 
448,000 ft. Silicon Bronze, wire rope (13,280 lbs.) Electric Heaters ; Radio Material. 
137,028 ft. Steel wire rope (259,470 lbs.) Pumps, Blowers and Parts. . 
166,489 ft. Spanish Cedar, Ash and Hickory. Bathroom and Toilet Supplies. 


Hand and Machine Tools. 
Furniture and Household Goods. 
Steam Winches; Towing and Hoisting Engines. 


181,000 Ibs. Wrapping and Packing Paper. 
186 Aluminum and Copper Coffee Urns: 


111 Coal burning Bake Ovens and Ranges. Airplane Engine, Spare Parts, Parachutes and Ball 
1,112 Wood and Metal Chests. Cloth. . “i ih een 
BOATS 
ALSO 
Steamers; Motor Launches; Motor Sailing Launches ; 
Hand Tools and Hardware, including 7876 sets Dies; Motor Dories; Metal Life Boats; Cutters; Whaleboats: 
4089 Hammers; 18,400 Hinges; 918,000 Hooks. Dinghies; Wherries and many parts. 
14,546 Wood and Metallic Blocks; Packing and Gaskets. ALSO MANY OTHER ITEMS 


Catalogue 576-A contains all available details of description, Terms of Sale, etc., 
and may be obtained from the Supply Officer, Navy Yard, Philadelphia, Pa., or the 


CENTRAL SALES OFFICE 


NAVY YARD WASHINGTON, D. C. 
































ROLLING STEP LADDERS 
Ox Frome 
are 25% Shipments 
lower than 
any other a — 
Ladders Pha oll 
sate 
arxety 
Complete 
N ot a Copper Antenna Satisfaction Catalog on 
Guaranteed. Request. 
Here is the ribbon aerial that really delivers the goods 
—satisfaction to your customers and profits to you. SUCCESS FURNITURE CORP. 
Not being a copper aerial but made of steel with a ——— (Kirkwood), Mo. 
special plating, Jiffy Ribbon Antenna is absolutely im- 











mune to corrosion and oxodization. Guaranteed not to 
snap, kink or curl. 


Backed by national advertising and its own superior 
merit, Jiffy Ribbon Antenna is unsurpassed as a quick 
and easy money maker. 

Attractively packed in colored container for counter and 
window display. Sells for $1.50—with a liberal profit 
to you. 





Your Jobber Can 
Supply You, or Or- 
der Direct— 


TODAY ! 












Apex Stamping Company 
Dept. 45 Riverdale, IIl. 
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People Buy With Their Fingers 
As Well As Their Eyes 


They like to feel rope as well as see it— 
keep it within easy reach. 


When they feel of RAKCO Rope they 
note its smoothness and pliability. 


Manila and Sisal iste - =* ot | ’ naa its 
strenoth and we qualities. 
ROPE 















The return for more of the same kind iS 
proof that RAKCO Rope gives unfailing 
satisfaction. 


Keep stocked. 


The R. A. Kelly Company 


oon Office “ STOCKS Branch Office 
Ohi Schermerhorn Bros. Co. The Morey Mercantile Co. New Orleans, La. 


Ohio’s Model Town Omaha, Neb. Denver, Colo. 














No. 03773 White Brackets, Crystal Shelf 


A Beautiful Glass White Shelf . 


With its clean White Brackets and smooth, Each “Ringco” Bathroom Fixture is made to 
— - me ig? appa co Pape onicat oe please the most exacting housewife and all are 
in the New ite Line appeals strongly to the ; ; q 
woman who prides herself on a perfectly appointed made -” give everiasting re being apeuenn 
bathroom. of Solid Brass, the material that defies time and 


the elements. 





It is only one fixture, however, of Highest Quality 
White Enamel, the complete line numbering over Prompt deliveries. Ask your Jobber to supply 
300 up-to-date items. you. 


Send for New Booklet describing “The White Line.” 


AMERICAN RING COMPANY 
Waterbury, Conn., U. S. A. 


BRANCH OFFICES: 


Chicago, No. 29 E. Madison St. New York, No. 2 Hudson St. 
Boston, No. 170 Summer St. San Francisco, No. 116 New Mont- 
gomery St. 
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Bronze andCopper 
FLY SCREEN CLOTH 


Perfectly Woven, Most Durable 
One Million Square Feet in Stock. 
Write for Prices 


SPAR GO WIRE CO. 





























Sidewalk Elevator ]] ..2% 2: 


This sidewalk elevator, or ash hoist. is de- ated by means of 


FORSTNER 





° signed for use in mercantile establishments, Se = 
Labor Saving schools, office buildings, churches, hospitals The Detroit Schoo! 
or in any type of building where it is nec- Board has instal- 






essary to reach the basement from theside- ]| led twelve in their 
walk level. It eliminates hoisting ashesor en Sago tn 
merchandise by hand with a crank and can hand and water 


be arranged to travel truck height if neces- 7 drive apparatus. 
sary. 


Furnished complete 
with sjcel sidewalk 


doors and bow for op- 
erating doors. 4 af 


Write us today for 
complete information. 


KIMBALL Bros. Co. 
1103-19 9th $t., Council Bluffs, la. 


15 E. Payette St., 
Baltimore, Md. 


There is a Kimball 
Elevator for every 
r emenet 


AUGER BIT 































Bores Any Arc 
of a Circle 










Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 

direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 
lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


















Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 








Growing demand for 


W. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., *"77, = 


Selling Agents 
Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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The 


ULTIMATE Wringer 


ANCHOR BRAND ; 
Best on Earth 


Warranted for Five Years 








LOVELL MFG. CO.., Erie, Pa. 
Largest Manufacturers of Clothes Wringers in 
the World 











‘‘—Improved” Guaranteed Genuine Armstrong 
Jersey Stocks and Dies 


Shoe Lasts and Stands 


They are lock bearing and absolutely the best of their Are always 1 WOr king order. They rep- 


kind. resent the utmost simplicity and effici- 
If you are stocking lasts and stands similar to the ‘ ° 
JERSEY it will be to your interest to get in touch with ency in operation. 


us before placing your next order. 


We will show you that you will increase your sales on 
Lasts and Stands by stocking JERSEY. 





— All genuine Armstrong stocks and dies 
This r™ bear this trade-mark: 

Mark. |S 

Denotes 





Quality, 
Durability. V 





SS 





Be Sure You Get the Genuine 


STAR HEEL PLATE CO. The Armstrong Manufacturing Co. 


Louis Sacks, Inc. : 
357-391 Wilson Ave. Newark, N. J. Bridgeport, Conn. 























Six Cartons of Tacks Will Meet All General Requirements 
For Household Use—Why Carry More? 
| ‘cite Cj — Sell Tacks the New Way 
; Hou SEHOLD According to LENGTH— 
A TACK FOR EVERY PuRPOS! Not by Ounce Markings 


If your Jobber does not have them—write us 
and mention the name of your Jobber. 


Superior Tack & Nail Co., Derby, Conn. 


Catalog electros furnished on request 
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MACHINE 
SCREWS 








SPECIAL 
RIVETS 


WOOD 
SCREWS 
















SPECIAL SCREWS ~~ UPSET WOR 
IRON. BRASS 4 Yy 
em gt Sy 
DFopn NUS 





ANGE 












Continenta 


ImlohkirlhrlS 
(Reg. U. 8. Patent Ofice) 


WOOD SCREW CO. 
New Bedford, Mass. 

















Only the key can open it. It 
may be operated just like an 
ordinary night latch; or by 
turning the key one turn 
backward; it securely locks 
the bolt and the inside knob. Thus 
locked, the bolt positively cannot be 
forced back or the door opened from 
= inside or outside without the proper 
ey. 

Also our line of Padlocks is complete 
in every respect. We also make Special 
Cylinders for Special Locks, including 
Automobile Locks of all kinds. 

And don’t forget us when you need Key 
Blanks and Cut Switch Keys. We make 
over 1000 different patterns—all of best 








material. Write for Catalog 6. 
@@® INDEPENDENT IOCK CO,4@® 
LEOMINSTER, MASS. U. S.A 





Mfrs. of cylinder locks, padlocks and key blanks 


NOW BEFORE 
- THE FARMERS 




















| TOWNSENDS Wire Stretcher | 
=— 





Only successful one man stretcher for 
stretching plain, twisted, barbed and woven 
wire. Grips tight. Can’t slip. One man 
can do it all. If your dealer can’t supply 


you write direct. 














PUT IN A FEW—THE 
FARMERS WANT THEM 


If you are not all ready to supply this stretcher 
to your trade you should look to your needs at 
once. Here is the original Townsend stretcher as 
made and sold for more than 30 years. It is the 
only successful and practical one-man woven wire 
stretcher made and is equally as practicable for 
plain, twisted or barbed wires. e are telling 
users about this tool in farm paper advertising 
and you will surely have calls for it. If your job- 
ber hasn’t it, write us direct. 


F. J. TOWNSEND 


BOX 268 PAINTED POST, N. Y. 

















CUSHION 
’ TIRE 


2—E LADDERS || 


Insure perfect shelf service for any line of mer- 
chandise. Deep tread steps, properly spaced, with 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. 
Both hands free to remove or replace stock without 
danger of falling. Cushioned Tired Trolley and 
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aay Truck Wheels eliminate noise and prevent vibra- 
a) tion. Erection as simple as A, B, C. Utilize 

x small space. Make top shelves safely 

. available for stock purposes. One 






style—neat of design—nicely 
finished—any height ceil- 
ing. Thousands in 
use Circular on 
request. 
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niet 


all profes- 
sional barbers, as 
well as many home users, 
find complete satisfaction in Koken Razor 
Strops. A profitable line of ready sellers 
listed in our catalog. Write for it. 


Koken Companies, St. Louis, U.S.A. 
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Tips For Hardwood and Marble Floors | 


Stetson’s Combination Cushion Chair Tips are made from 
selected sole leather. The chair is able to move about freely with- 
out noise or scratching the floor. The felt washer acts as a 
cushion. This line is only one of our big sellers. Write for 


catalog. 


















Elastic Tip Co. 370 Atlantic Ave., Boston, Mass. 


















CARY’S 
Universal 
BoxStrapping 


- Made of soft steel through 
which nails can be driven 
easily. Put up in coils of 
300 feet and packed 20 coils 


“OHIO” 


Shoe Lasts and Stands 
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MADE =D ABSOLUTELY 
OF GUARANTEED - E 1 j 
SEMI-STEEL AGAINST in a case. Every coil is 
oe BREAKAGE equipped with our patent 
, «= metal hanger which makes 
it a complete reel. 
CARY’S 
2 
Saw Edge Joint Fasteners 
° Cary’s Conti Cutti Ss 
The lasts are lock bearing. One Tooth’ Fasteners are made of the best 
. - a t tr teel, n 
last is especially adapted for ladies’ a perfect fastener that will not “ben 
inted-toe shoes. cures between the corrugations. Spacial 
Te cian a Slot ‘amd to kare the sorragsions 
er the io’ and you will have uniform so that they have equal draw- 
the most popular sets on the mar- ese fasteners are the only fasteners 
m - manufactured with a continuous cutting 
ket. Write for prices. edge, the patents, process and machines being owned by ourselves. 
— — — widths and corrugations, also in coils wound 
rig an ert. ‘ 








Also Manufacturers of Steel Mats 


CARY MANUFACTURING CO. 


Manhattan Bridge Plaza Brooklyn, N. Y. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 


OLIVER: [RANA N])-STEEL 
“ee OC AUN ATION >is 


and WORKS 
PITTSBURGH, PA. 
BOLTS, NUTS, WASHERS, WAGON FORGINGS,TELEPHONE SCREW RAILROAD SPIKES, 
































RIVETS, PICKS,MATTOCKS, AND TELEGRAPH POLE LINE BOLTS, STEEL BARS, . 
GRUBHOES AND CROWBARS MATERIAL,ETC. BOAT SPIKES, CONCRETE REINEORCENENT BARS 


EASTERN OFFICE PACIFIC COAST OFFICE 


NEW YORK CITY. MONADNOCK BLDG.,SAN FRANCISCO,CAL. 





S90 CHURCH ST., 
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Latest Improved 
Tinners’ Fire Pot 


No. 80 is the Fire Pot that you have 
been looking for. The powerful genera 
tir is controlled by a single needle and 
burns either high or low test gasoline 
perf ec tly, producing a _ noiseless blue 
flame, burning from both dee ‘of the 
burner plate to the _ center. Can be 
turned low between jobs, thus saving 
fuel expense. Will quickly heat a pair 
of large coppers and melt a pot of me etal. 
No. 80 is the ideal Fire Pot for ae rs 
use and is not affected’ by vind or 
extreme cold weather Jobbers [aD P of at 

Ne oO” factory prices. Write for a cata 
PATENTED 


DE TROFT.MIGH: ys. 


CLAYTON & LAMBERT 
MFG. CO. 
10619 Knodell Ave. 
DETROIT, MICH., VU. S. A. 





No. 80 Fire Pot 
Ask for latest price. 











| PAINE STOVE BOLTS 


As Good as the Best 


One hundred bolts and nuts 
in a strong, substantial box. 
In bulk if you wish. 
Prompt deliveries. 
Sold to jobbers only. 
Samples and discounts on request. 
No charge. 


























SUPERIOR 


Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 








wen 
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| THE PAINE COMPANY | 
| 2949 Carroll Avenue, Chicago, Ill. 
ICE TO 10 OLS 
A large stock alwape ca band 











am 


Write for ‘complete priee list, ff 
discount sheet, display eards. | 





GIFFORD-WOOD CoO. 
Main — = agg ay Ay Hi mm. | 


NewYork Boston, Obieage, Pittsburgh | 























\ ond AAA 


33 Warren Street, New York, N. Y. 
rata LUV tie 
Ice Tools and other equipment | 
to promptly meet your re jf 











SAMSON CORDAGE WORKS 


Boston, Mass. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM BRANDS 


Clethes Lines, Masons’ Lines, Shade Cord, Awning Line, 
Dumb-Waiter Rope, Etc. Send for Catalogue and Samples. 


BRAIDED CORDS and COTTON TWINES 








BARTLETT 
Tree Trimmers 
Stay Straight 


6, 8, 10, 12, 14 
and 16 Ft. Lengths 





The rod connecting knife lever and handle 
lever crosses the pole, not only giving com- 
pound leverage, but equalizin working strains 
and preventing warping of the ole. Cuttin 
head easily trims 1% in. branches. Like a 
Bartlett Compound Lever Products, made of 
the best material. Write for Catalog, Prices 
and Discounts. 


BARTLETT MFG. CO. 
430 E. Lafayette Ave., Detroit, Mich. 














American Steel & Wire 


Chieago, New York, Bosten 
Denver, Birmingham, Dallas 
U. 8. Steel Products Ce. 
San Francisco, Los Angeles, 
Portland, Seattle 


no qy<~ Glidden, Glidden, Am. Special, 
aker Perfect, Ellwood Junior, Lyman 


NAILS, SPIR spikes, ST. TACKS, Hot Galw’d Nails 
ED FENCES: American, Royal, Antheny,. 
a “% TED 


Banner 
B ER (formerly y mene STEEL POSTS 
CONCRE ORCEMENT 
BALE TIES: Old reliable brands 
ONE WIRE 
WIRE for every purpose 
Quick Delivery. Write us fer selling plans. 

















Look for the full name 


Russell Jennings 


} i) 


“Auger Bits 


‘ ) j 
“Mr. Ru il lil lif 


Russell Jennings Mfe. Co. 
Chester, Conn. - 
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TELESCOPING | 
100% EXPANDING SPRING POSTS 
/LOCKING POSTS . 


(Campbell 
UNIVERSAL TEAM HARNESS 


Standardization of Harness 
for the Hardware Trade 




















For That 3000 Page Catalog 





When your catalog has many thousands ot / ) 
items, naturally it is some trouble to keep 5 
it up to date. $45.26 per set 
at tt, 133” Trace—Heavy Team Harness. Made from Oak 
You Need a Proudfit “JB ena mardi ponies ono 
M4 %,” Cup Blind Bridle 1%.” Breast and Choke Straps 
Catalog Binder % . riage iM deter . Harness poeta Pads 
- , ‘ %” x 1” Turnbacks i” x 20’ Lines 
With the Proudfit, telescoping spring posts Heavy Breeching ‘Priced less Collars 
hold the leaves in alignment while you make Standardization as applied to. harness manufacture by this 
‘ . company allows quantity production and will save dealers and 
changes. No time lost evening them up or consumers thousands of dollars. 


The Campbell Universal Team Harness, while suitable for general 
trade and team work, is made with slight changes to suit certain 
localities and traditions, using our standardized parts in its con- 


struction thereby loweting prices to Dealer and Consumer. 
PROUDFIT LOOSE LEAF CoO. 7 
59 keeun 9. Grand Rapids, Mich The Perkins-Campbell Co., 
: . 622 Broadway Cincinnati, O. 


jogging them back into place. 


























Sell More | Universally accepted as the best 


Universal Hose 
Clamps have been 
used by the trade 








: for years. 
On 0 on oe 08 00 oe te oe oe le) 
Their consistently good qual- 
* tel eleie'e! sleisiele ity both as to material and 


workmanship have estab- 
lished them as clamps that 


“(oe eleleietelelelele 


TUT": wiclelsieielets can always be depended upon 

eee - to do their job—and do it 
‘laiaect it ee well. 

Their size adaptability, ease 

Ai, @leletaletele of installation, leak preventive 


feature and rust-proof con- 


sisi stelets struction makes them all that 


apr etererete a good clamp should be. 
ieee Universal Clamps are manu- 
PYF > stele factured from cold _ rolled 


steel wire—not strap. Their 
edges are smooth, Every 
clamp is “Electro-Galva- 
nized.” 
One size—1 to 3 in. fits any 
hose of any size. For oc- 
casional needs of small Lose 
we make a Junior Clam 
adapted to % to 1% in. ad- 
justability. 

- Specify the genuine Uni- 
versal Clamps. Be sure you 
get them. Our name is on 





Hlelier Shelving in Payne-Oummings Hardware Oo., North Adams, Mass. 


of the merchandise that is often needed, seldom 
asked for but easily sold when seen on Heller 


aa : ; P every clamp and every box. 
us show you how to increase your saies Universal 
without increasing your stock. Merch 30, 1917. Industrial Corp. 


Write for Reference Book No. 26-A TODAY. so Hackensack, N. J. 


W. C. HELLER & CO. HOSE 


Main Office and Factory: Eastern Display Room: 
700 Wabash Ave. 20 Vesey St. 
Montpelier 





CLAMP 
, Ohio New York City Adjustable to fit any Lose of arty Size 
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DEALERS WANTED EVERYWHERE lron Fence, Gates 


wn Vases 


st Settees 


ia 


General Iron 
and Wire Work 

| CHAIN-LINK 

un WIRE FENCE 


atiataul 
| LE 
}noseeset ULE 


. Ask for Catalog 
THE STEWART IRON WORKS CO., Ine., 225 Stewart Block, Cincinnati, O. 









































‘‘T Make the best Hammer ’”’ 
D. Maydole, 1843 


The popularity of Maydole Hammers among Carpenters, 
Machinists and Mechanics attests the fact that we've 
maintained the standard set by the founder of this 
business over 80 years ago. 








THE DAVID MAYDOLE HAMMER CO. 
Norwich New York 














———* 











The er ‘a Company 


Socket Wrench NB} K D 
Sets Bench Legs 


New Britain Connecticut 














ilies Bits of All Kinds 


The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 

















UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 








Permanent magnet which holds 
a tack in position for driv- 


Robertson “Horse Shoe Magnet” Hammers | 





ame and design trade marks registered U. 8. Pat. Of. 





















Half Hatchet Write for Catalog H 


Marion Tool Works, Inc. 


Marion, Indiana 





Manhattan Bridge Plaza, Brooklyn, N. Y. ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
CRECOITE (WILLIAMG 
Tools You Can Sell “VULCAN” 
With Confidence CHAIN PIPE VISE 

















DROP-FORGED, COMPACT, RAPID, 
POSITIVE 


J. H. a & CO. 
“The Drop-Forging People” 
New York UFFALO Chicago 

















a, nal ~" rea 2 GO REE Re 6 ABE. none Bre im a By 
lO Tah erteen mene 


BROWN & SHA ARPE TOOLS 


‘gi 
bor Nearly 100 Years There Has Been No J 


Substitute for Brown & Sharpe Quality @ 

° P| 

Send for Small Tool Catalog No. 29 3 

BROWN & SHARPE MEG. Co. f 
PROVIDENCE, R. I { 








Makers of Every 
Kind of Screw, 
Nut and_ Bolt. 
The Corbin Screw Corporation 

The American Hardware Corporation, Successor 


229 High Strect New Britain, Conn. 
Western Factory: Dayton, Ohio 
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PADLOCKS 


FOR EVERY CONCEIVABLE PURPOSE 
FRAIM-SLA YMAKER 

i ae HDW. CO., INC. 

ca if y Pai Pa., U. &. A. 


ani 








A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 


Convince yourself by selling SQUEEZ-EZY. 
The mop that wrings by a twist of the 
handle. Keeps hands out of water. Saves 
time and back-bending. 


io 
va {/ Paha yyy 


SQUEEZ-EZY MOP CO., INC. 
New Orleans, La. 











SCREW ‘LE NOX” DRIVERS 


“She Soots in Lhe Puiu Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 





~ REQUIRES 


ONLY 2 emit amen SAME e 
eae oO cm eR eeorerna FREE 








Leaders in their line 


Rome Copper Utensils have over 
30 years of “Know how’ behind 
them. For profit and quick turn- 
over, carry them, 


Write— 
ROME MFG. CO. e 


Factoriesand Offices, Rome, N.Y. 











a a 
Says this advertiser,— 

“We are pleased to advise that we have succeeded 
~ dh getting compilers from the advertisement we 
in your publication, and we give it as ou: 
solaien that for anything connected with the hard 
ware business, Harpware AcE is, without a doubt, 
the best medium fer advertising.”—J. H. Yewdale 

& Sons Co., Milwaukee. 
It pays to use the Classified Opportunities Sec- 

tion of Harpware AGE. 
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HARDWARE JOBBERS’ 
CATALOGUES 


J. H. YEWDALE & SONS CO. 
MILWAUKEE 


1865 ce 1925 
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U. S. HEADQUARTERS 


IMPORTED 
Fire Arms and Ammunition 







Bg Distributer ef Leaging vomestie Firearms and Ammunities 
Sole Authorized Importer ef the Genuine, Original 


MAUSER Rifles, MAUSER and LUGER Pistols 
Long Barrels for ‘ ‘Luger’’ Pistols in 6”, 8”, 10”, 12”, 14”, and 16” 
lengths; ‘“‘D. W. M.’’ Mauser, Luger, Mannlicher Rifle and Automatie 
Pistol, "Metallic Ammunition; ‘‘Koeln-Rottweil’’ Precision Shot Shells; 
‘Automatic’’ 16-gauge Shot ‘Gurs; Cal. 32—10- shot Automatic Police 
Rifle; ““Merkel-Suhl"’ famous Shot Guns; ‘“‘Over and Under’ Shot 
Guns; Combination ‘“‘Over and Under” Shot Guns and 30/30 Rifle; 
Famous “Drilling’’ Three Barrel Shot Guns and Rifle; Small Calibre 
Rifles, Shot Guns; Small Calibre ‘‘Over and Under’’ Guns, *‘Gallus’’ 
Famous Spanish Revolve vers; Revolver Ammunition; Leather and Canvas 
Holsters, Cartridge and Shell Belts; Gun Cases and Covers; Field and 
Marine Glasses; Binoculars, Telescopes, yew gt Shooting ” accessories. 


A. F. STOEGER, Inc., 224 East 42d St., New York 
120 Page Trade Catalog mailed upon request. 
















Heavy Duty Socket Wrenches 


=; Offset Type 


Extra strong construction ian extra depth seit. 
heat treated. 


Plain lacquer finish—twenty-six standard sizes 
Ask for Catalog No. 500. 


WALDEN -WORCESTER 


INCORPORATED 
WORCESTER, MASS. 














**ALLEN” 
WRENCH 
SETS 


HAVE cold-drawn (Allen process) sockets, guaranteed unbreakable 
in practical use. Box Sets and Bag Sets, in the handiest possible 
combinations for mechanics and car owners. Features and prices 
in new Allen catalogue; send for copy if you sell—or use—wrenches. 


THE ALLEN MFG. CO., [ixr7FORD. CONN. 














ADJUSTABLE 
PIPE WRENCHES 


KEYC 








PATENT APPLIED FOR 


“Keystone quality.” Made from Alloy Steel, heat treated 
by our own process. The most durable Wrench on the 
market. Light in weight, can be used with one hand on 
pipe, nuts or studs. Fully Veemmmnnen Packed 12 to a 
Carton. Write for Discounts 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 
Sales Representatives—Surpless, Dunn & Co. 

















Osborne High Grade Punches 


Arch Punches 
Revolving Punches 


Belt Punches 
Spring Punches 


A varied and attractive line for the Septeeee Trade. Also: Leather 
ers’, Trimmers’ and Upholsterers’ umbers’ Tools of superior 


Work 
quality. 

The above tools will please your, customers as well as our famous Round 
end Oval Punches. 

Remember = ae had 98 years of successful manufacturing experience, 
employ only ski workmen and use the finest quality of h..+ ->y ip 
making a wae 

We ct back of every tool we make. Try us. Write for Catslog 
ead Prices. 


C. 8S. OSBORNE & ©O., NEWARK, N. J. 
ESTABLISHED 1826 











Easy to Sell 


No. 6380 


Builders Level 


to builders who demand rapid, 
accurate work. An exceptional 
instrument reasonably priced. 


Telescope 12in.; magni- ; 
item retrs 18 to 20 satisfies trade; profitable to you. 
diameters; horizontal 


circle, 314 in. diameter, EUGENEDIETZGENCO. 


= plete accessories, Chicago NewYork San Francisco New Orleans 
tripod, box, etc. Pittsburgh Philadelphia Washington 








MACHINES 


HACK SAW BLADES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 


DIAMOND SAW & STAMPING WORKS 
BUFFALO, N.Y. 
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HARDWARE AGE 





An Effective Low Cost Contact with Hardware Man- 
afacturers, Manufacturers’ —— Jobbers, Jobbers’ 
esmen. 


No illustrations accepted for these pages. 


Salesmen, Retailers and Retail Sa 


assified Opp 


1 ineh ‘*Box”’ 


Allew seven words for Keyed Boz Number Address. 









February 12, 1925 


ortunities 


Set Solid, Minimum 50 Ds 6.06-000600606006000000080000000R 
Bach additional word 

All Capitals, rn [D> Ce. . 0000666 00eeeses Oe eneees 4.00 
Bach additional word. eeeeeotreeeeeeeeeeeeeeeeeenee ee eee 


Bach additional inch............ 
4 insertions, 10% off; 8 insertions 15%: 
Remittance Must Accompany Order 

50% off the above rates for Positions Wanted Advertisements 


Rand secant 





Business Opportunities 


Help Wanted 


Positions Wanted 








FOR SALE, BUSINESS 


(hardware, paints, roofing, etc.) Old | 
and well established. o liabilities. 
Owners desire to retire. For particu- 
lars communicate with W. L. Renn, 
Investments, Bankers Trust Building, 
Norfolk, Va. 














FOR SALE—Hardware stock and fixtures, about 
fifteen thousand dollars. Located in one of South 
Florida’s fastest growing towns. Doing a ne 
business, ninety per cent of sales cas 
rental lease. Other interests make it TN 
to sell. All cash, no trade considered. Address 
Box G-464, care ‘of Harpware Ace, New York. 





FOR SALE—Stock of shelf and builders’ hard- 
ware, paints, household utensils, stoves, washers, 
wheel goods and toys. Sales this year $105,000. 
Business established and growing, central location 
on main street in one of the best manufacturing 
cities in Michi _ of over 50,000 population. 
Address Box 436, care of Harpwakk AcE, 
New York. 


SALESMAN WANTED FOR A RETAIL 
HARDWARE store in a good town in New York 
State. Must have had some experience in hard- 
ware business and be able to furnish good ref- 
erences. Address Box G-481, care of HARDWARE 


Acre, New York. 





BUILDERS HARDWARE MAN to travel 
in southern innesota and North and South 
Dakota, to call on contractors and architects. 
Must know how to read plans and specifications. 
Drawing account and commission. State experi- 
ence and names of former employers, Single 
man preferred. Address Box G-489, care of 
HARDWARE AGE, New York. 








) HARDWARE and CUTLERY SALESMAN 
with 18 years’ experience desires to make | 

connection with manufacturer. Knows A. 

the hardware and sporting s jobbers, 

is well acquainted with the "larger a. 

trade in all parts of the United States. 


Has had foreign experience and opened eleven | 
offices abroad. American, thirty-eight years 
of age. Will go anywhere. Address Box 








b G-455, care of HARDWARE AGE, New y York. 


§ 








Sales Accounts Wanted 





Positions Wanted 





HARDWARE CATALOG COMPILER—Now 
omnes af s catalog. Will finish same 
about April 15th. Many years’ experience in 
wholesale hardware and compiling. Will take 
work on page basis or by the month. Can also 

ive price on the completed work if desired. 
itunes furnished. Address Box G-467, care 
of Harpware Ace, New York. 





PARTNER WANTED —real opportunity for 
live man, having $15,000 to invest, to secure in- 
terest in up-to-date hardware store ‘established 35 
years. Previous hardware experience necessary. 
Additional capital needed to serve thriving iu- 
dustrial center Western New England, trading 

pulation 300,000. Address Box 471, care of 





‘ARDWARE Ace, New York. 

GREAT OPPORTUNITY FOR YOUNG 
MAN with some hardware experience to buy 
interest in paying business. Best dairy section 


of Iowa. One partner retiring on account of 
other business is only reason tor this opening. 
Write at once if interested. Will not be open 
long. Fredericksburg Hdwe. Co., Fredericksburg, 
owa. 





THOROUGHLY EXPERIENCED SHELF 
and builders’ hardware man wishes to connect 
with a reliable concern as manager and buyer of 
builders’ hardware or as a contract man in 
builders’ hardware department, calling on archi- 
tects and contractors. Well qualified to estimate 
from plans and specifications. Twenty years’ 
xperience in this work. Best of references. 
Address Box G-484, care of Harpware AGe, 
New York. 





IF RUSSEL C. LANDER, formerly of 
Oshawa, Canada, will communicate with ox 
212, Oshawa, Canada, he will hear of something 
to his advantage. 





FOR SALE--HARDWARE STOCK AND 
FIXTURES—15% below market price; store 
will inventory about $14,000; is well equipped 


with fixtures and a good line of merchandise. 
Address Box G-486, care of Harpware AGE, 
New York. 





_—_-_-eooooo 


SPLENDID OPPORTUNITY TO SECURE 
one-half inte rest in a_ well established hardware 
business in best and fastest growing city in 
Central Florida. About four thousand dollars 
will handle this. Write now if interested, this 
ad will not appear again. Address Box G-485, 
care of Harpware Ace, New York. 


HARDWARE. GOOD TOWN of five thou- 
sand. Center of richest farming section, Western 
New York. Inventory about seventeen thousand. 
No dead stock. Shelf hardware, sporting goods. 
Fully equipped tinshop not in use. atienes 
forty-eight thousand to sixty thousand. Owner 
moving West, will sell at inventory, plus or 
five hundred for fixtures and ome ment, HUN 
339 Brisbane Bldg., Buffalo, N me 


Help Wanted 














WANTED: 
Experienced Hardware Catalogue 
Compilers 
Permanent position. State age, length of 
experience, salary expected, and give refer- 


) ences. Address Box 7094-A, care of Harp- 
) Ware Acp, Otis Bldg., Chicago. 


MODE EOE 








Pao 





SALESMAN WITH CAR: 5 years’ successful 
s,s prpercenee in city and on road. 26 years 
Hi school aduate and unusuai/’ refer- 
al = traveled both Ohio and Indiana. 
Want a position with reliable manufacturer sell- 
ing to retailers or jobbers. Salary or salary 
and commission basis. Address Box 300, care 
vod —— Ace, 538 Guardian Bldg., Cleve. 
an 





COMPETENT HARDWARE MAN, with 20 
years’ experience in general hardware, "tools and 
cutlery, wishes position with reliable house as 
inside salesman. Was with one company 15 
years. Best of references furnished. Address 
Box G-474, care of Harpware Ace, New York. 








SALESMAN WHO FOR PAST 18 years has 
covered the States of West Virginia, Virginia, 
Kentucky and Ohio, calling on hardware trade, 
is desirous of representing manufacturers of 
four non- -conflicting lines in these States on a 
commission or salary basis. Address Box G-487, 
care of HarpWARE AGE, New York. 





SALESMAN COVERING Brooklyn and Long 
Island with a car and well acquainted with this 
trade is open for a line of hardware or special- 
ties on a commission basis. Address Box G-482, 
care of Harpware Ace, New York. 





RETAIL HARDWARE MAN, thoroughly ex- 
perienced in all departments, wishes to connect 
with a first class, growing concern who want a 
progressive and energetic man, Best of refer- 
ences gladly furnished. Prefer to locate in Chi- 
cago, or the Middle West. Address Box G-483, 
care of Harpware AcE, New York. 





SALES ACCOUNTS WANTED—Salesman 
who has been calling on retail hardware trade 
is opening an office as manufacturers’ agent in 
Detroit for Detroit and vicinity for hardware and 
kindred lines. Commission basis. What have 
you to offer? Address Box G-468, care of Harp- 
warE Acg, New York. 





HARDWARE MEN WHO WANT experience 
that fits them to sell or improve their selling 
want Norvell’s “‘Forty Years of Hardware.” It 
is crammed with good selling ideas. Ask any 
five hardware men about it and then order your 
copy ($3.00). Harpware Acz, New York. 








ESTABLISHED MANUFACTURERS’ 
AGENTS covering seven Southern and South- 
western States desire to add another good line 
having merit and sold exclusively through hard- 
ware or mill supply jobbers. ddress Box G-466, 
care of Harpware Ace, New York. 





WANTED — MANUFACTURERS’ REPRE- 
SENTATION for Eastern territory. Organized 
concern with years of successful selling experi- 
ence having headquarters in New York desires 
additional specialty line to sell to hardware trade. 
For a manufacturer who wants intelligent, in- 
tensified selling effort we are ready to give ser- 
vice. Address Box G-472, care of HaArpWARE 
Ace, New York. 





ENGLISH IMPORTER OF HARDWARE 
WITH WAREHOUSE facilities in London is 
desirous of getting in touch with American 
manufacturers of hardware with a view to 
representing them in England either on a con- 
signment or outright purchase arrangement. 
Bank and other a furnished, Address 
replies to Keiner Company, Inc., 398-412 
Adams Street, lt Nf. 





SALES ORGANIZATION covering West 


Missouri, Kansas, Oklahoma, Nebraska and 
Colorado can handle additional quality line sold 
to hardware and sporting goods liber Have 


sold jobbing and retail trade southwestern terri- 
tory past five years and can build distribution for 
reputable house. Reese & Penney, 408 Orear- 
Leslie Bldg., Karisas City, Mo 





SEEKING CONNECTION WITH manufac- 
turer selling to hardware and paint jobbers 
and dealers in Michigan, Indiana and Ohio. 

any years on this territory. Address Box 
G-488, care of Harpware Ace, New York. 





Sales Representatives Wanted 


MANUFACTURERS’ AGENTS—SALES- 
i—To take over few vacant territories in 
Southern States for manufacturer of one of best 
paying quality aluminum lines. A proposition 
where the right effort will result in good income 
at once and produce permanent valuable business 
for future. Only applicants with proven records 
considered. Address Box G-478, care of Harp- 
WARE AGE, New York. 
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Sales Representatives Wanted 


Sales Representatives Wanted 


Sales Representatives Wanted 





HUSTLING SALESMEN wanted to sell on 
liberal commission basis our popular lie o1 
labor saving Magic Weeder Hoes to hardware 
trade. REICHARD MFG. CO., Bangor, Penna. 


REPRESENTATIVES WANTED—A manu- 
facturer of high grade coaster wagons requires 
representation in several states. Exclusive terri- 
tory available to big producers. Salesmen cov- 
ering territory in a car handling one or two 
other lines for the hardware trade preferred. 
In your first letter give age, experience and 
references. Address P. O. Box No. 321, Salem, 

io. 


TRAVELING MEN WANTED who can en- 
joy and increase their sales from Saunders Nor- 
vell’s “Fi ardware.”’ It is 








orty Years of 
crammed with sales inspiration, background and 
ideas. 3.00 a copy. Order your copy now 
from Harpware Ace, New York. 


WANTED — EXPERIENCED SALESMAN 
to call on the jobbing trade in the Denver terri- 
tory and West. Must have thorough knowledge 
in hardware and some experience in handling 
the wholesale trade. Reply, stating experience, 
etc. Address Box G-458, care HARDWARE 
Ace, New York. 











MANUFACTURERS’ AGENT FOR NEW 
ENGLAND to represent manufacturer of tools 
and hardware specialties on commission basis. 
Write full details. Address Box G-473, care of 
Harpware Ace, New York. 





WANTED — EXPERIENCED SALESMAN 


well acquainted with hardware, woodenware, 
housefurnishing trade in Pennsylvania. We offer 
nationally advertised housefurnishing specialty 


as side line on liberal commission basis. We 
want a live wire to take care of increasing sales 
from above mentioned State, Full particulars to 
Box G-476, care of Harpware Acer. New York. 





SALESMAN WANTED, WITH HEAD. 
QUARTERS in Chicago, who covers the follo-v- 
ing States: Wisconsin, Michigan, Iowa, Illinois, 
Indiana, and Ohio. One who has an established 
business with the. wholesale hardware and house 
furnishing trades to handle a first class line of 
paring, shoe and tool knives on a commission 
basis. Prices and line are attractive. Only 
those who are in position to give a_ reasonable 
amount of attention need apply. <A real oppor- 
tunity for a live wire. Address Box G-477, care 
of HarpwArE AcE, New York. 








SALES REPRESENTATIVE WANTED— 
Sell household tacks to retail and jobbing trade— 
see description in Harpware AGE issue January 
15th, page 54—also new goods article page 57 
and ad page 105. Big commissions—particulars 
free. Selection of territory made to agent who 
can show results. Superior Tack & Nail Com- 
pany, Derby, Conn. 


WANT A MANUFACTURER’S REPRE. 
SENTATIVE, Company engaged in manufacture 
of line of chisels, punches and screw drivers 
wants live representative calling on jobbers and 
large dealers. Liberal commission. Several well 
established accounts will be turned over. Terri- 
tory open includes Wisconsin, Minnesota, II- 
linois, Western Indiana and parts of Missouri. 
Address Box G-480, care of Harpware AGeg, 
New York, 








SALES REPRESENTATIVES 
Salesmen wanted to represent old_ established 
manufacturer of well known products to the 
hardware and auto supply trade in the Middle 
Western States. In reply state territory you 
cover, length of time you have covered it and 
number of lines now handled. Address Box 


7 


G-475, care of Harpware Ace, New York. 


WANTED. 








For 58 years Priest’s Clippers 
have given universal satisfac- 
tion. None sell so readily to 
Barbers and Horsemen. We 
make both kinds. 
AmericanShearer Mfg.Company 
Nashua, N. H. 











THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 


Plaat 
1000 MILITARY RD.., 


BUFFALO, N. Y. 

















The “TORREY” 
A Real Man’s Razor 


Send fer Catalogue of Full Line 
J. R. Torrey Razor Co., Worcester, Mass. 








“They Have a 
Bull Dog-Grip” 


Manufactured by 
WU. S. Clethes Pin Ce., Montpelier, Vt. 
Sal 





es Dept. 
1015 Union Bank Bidg., Pittsburgh, Pa. 








Economy 
Hose Attachments 


Fer connecting hese te smooth 
faucets. Slips on and of easily. 


Beonomy Mfg. Ce. 


6850 Germantewn Ave. 
Philadelphia, Pa. 














MORJUICE 





GRAPE CRUSHERS 
Dealers and Jobbers wanted. 
CROWN MFG. CO., 
Box 226, PHELPS, N. Y. 








CARPENTER’S 
—CHALK— 
STANDARD CRAYON CO. 


Danvers, Mass. 
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American Can 
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American Can Company 








Send for our Catalogue of 


GRANITE 
CUTTING TOOLS 


Trow & Holden Co., Barre, Vt. 











Molasses and 
Dairy Gates 
Perfection Pattern. 
Made in All Styles. 
Syracuse Stamping 


Oil, 








0. 
Syracuse, New York 


EYELET TOOL CO. 


Manufacturers of Punches and Sets (Hand 
Drive and Foot Power) for Leather, Cloth and 
Metal, Punch —— Punches a 
kinds and sizes made to order. 
Booklets free. Established 1858. 


190 Dorchester Ave., Boston, Mass. 

















ELEVATORS 


and Dumbweaiters 
for House, Store or Warehouse. 
Write for particulars. State your 
requirements as te size, capacity 
and lift. 


The SIDNEY ELEVATOR Mfg.Ce. 
Sidacy, Ohie 











J. L. THOMPSON MFG. CO. 
Waltham, Mass. 
Tubular and Bifurcated 
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ELEVATORS 
DUMBWAITERS 


Write for our cateleg 
Energy Elevater Ce. 
311 New St. Philadelphia 













So-Boss Cow Hobble 
and Tail Holder 


Sold by Jobbers 


Simonsen Iron Works 
Sioux Rapids lowa 


‘THES AXES 


Seythes since 1912. Axes since 1880. 


RIXFORD MSiea:eve. 
SILVER LAKE 


SASH CORD 


NET WEIGHTS FULL LENGTHS 
Siiver Lake Co., Newtenvilie, Mass. 

















SCYTHES 
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THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. 
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The greatest demand for Sterling 
Wheelbarrows is in the Con_ 
tracting, Foundry and Mining 
Industries, where wheelbarrows 
are subject to the roughest pos. 
sible service. 

Regardless of service—there 
is no reason why a high qual- 
ity wheelbarrow should not be 
furnished wherever a wheel- 
barrow can be used 

For engine rooms or indus- 
trial plants, for greenhouses 
or farms, for the home gar- 
den and lawn there ts a Ster- 
ling Wheelbarrow designed. 
for the purpose andifitisa 
‘Sterling “it will wheel 
easier and last longe 


—_— 








" One of the Favorites” 
No.6 7 


The Sterling line in- 
) Cludes a wheelbarrow 
| for every purpose 
| Write now for our 
handsome catalog. 
| and special price to 
, dealers 


STERLING Wheels Have /O Spokes 
Others Have 8 


i 


STERLING Wheel Hubs 
Have Self-Orling Besrrings 


LELILELELES ISTP PPA TPR TE 
bh 


ver paragieuanee pps ries 1s 


STERLING Legs 
Are Equipped With Shoes 





Scerl 1NG Wheelbarrow (0. Milwaukee, Gam 


Boston, New York, Oh iCAgqo, Cleveland, Detroit. St. Louis 
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Economy all-smokeless loads at a popular price 
Feature these shells with Remington Game Loads during 1925 












